: | Self-Service, 
Frozen Juices 
op Nargus Meet 


15,000 View Exhibits; 
Big International Show 
Planned for Next Year 


CuiIcaco—A continuing trend to- 
ards pre-packaging of foods (es- 
pecially meats) for self-service; 
the rapid growth of frozen juice 
concentrates, and evidence that 
both food and fixture manufac- 
urers are designing products with 
a view to making the shopper’s 
ask quick and easy—these were 
the highlights at the 5lst annual 
convention of the National Associ- 
ation of Retail Grocers here last 
week. 

The convention broke last year’s 
record both for number of exhib- 
itors and number of visitors, with 
nearly 350 exhibits at Navy Pier 
attracting an estimated 15,000 per- 
sons. 

Giveaways, games and girls 
were very much in evidence, with 
many of the latter kept busy serv- 
ing a wide variety of frozen juice 
concentrates to thirsty patrons. 
Games ranged from miniature 
bowling alleys which spelled out 
the product name when the pins 
were felled, to a “peep show” that 
awarded viewers a silver dollar 
if they could answer questions 
about the company’s advertising. 


— 


s Several food manufacturers de- 


Mors cows el a 


SUMMER DRIVE—Standard Oil Co. (In- 
diana) will run this ad in 51 key news- 
papers in the Midwest as part of its 
summer campaign for Red Crown gaso- 
line. Eight ads are scheduled in 1,682 
newspapers, and will be supplemented by 
radio, television, outdoor and point of 
sale advertising. (Story on Page 64.) 


voted a major portion of their dis- 
plays to telling visiting grocers 
what they were doing to help 
sales through their national adver- 
tising programs. 

S. C. Johnson & Son, for exam- 
ple, showed a montage of mast- 
heads from newspapers in which 
the company advertises, plus a 
wheel containing a blow-up of 
Fibber McGee and Molly, backed 
by reproductions of pages from 
Life. 

Schulze & Burch Biscuit Co. 
used two models, dubbed the 
“wholesome twins,” to promote 
the company’s individually 

(Continued on Page 4) 


New YorK—Some 53.2% of New 
York’s Negro families are Maxwell 
House coffee users, compared with 
19% of all the city’s families. 
Four Roses is the favorite rye 
whisky of all New York families, 
edging out Calvert Reserve by a 
score of 6.4 to 6.2. In Jewish 
homes, however, Four Roses is in 
eighth place. 

These are among the most no- 
table findings in a survey by Pulse 
Inc. of brands-on-hand in the New 
York area. The full story of prod- 
uct preferences of the city’s minor- 
ity groups, as revealed in the study, 
is told here for the first time. 
These data are based on per- 
sonal interviews with approxi- 
mately 1,900 families in January 
of this year. The first 1,000 homes 
were selected on a random basis. 
The remainder were chosen to 


Pulse Home Inventory Study Shows 
Minority Groups Buying Patterns 


Log Cabin syrup rated first 
with everybody. The  percent- 
age breakdown: Total homes, 


27.3; Italian, 19.2; German, 13.6; 
Negro, 7.6; Jewish, 38.8. Nestle’s 
Everready instant cocoa scored 
highest in all homes except Negro 
and Jewish ones, where Hershey 
was ahead. 

Another product which showed 
little variance among the nation- 
alities was tea, with White Rose 
predominating in every case. Cris- 

(Continued on Page 6) 


A Nomination 
for the best travel ad. 


See ‘Creative Man,’ Page 
56. Other features: 


Importance of 
Trademarks to 
Advertising Told 


Fuller, Jones, Others 
Speak at Trademark 
Group’s Annual Meeting 


New YorK—Advertising occu- 
pied the center ring at the U. S. 
Trade Mark Association meeting 
here last week. 

Publishers, sales executives and 
advertising men underlined the 
importance of trademarks in ad- 
vertising to 400-odd company rep- 
resentatives who closely followed 
the Waldorf sessions during the 
one-day meeting. 

Walter D. Fuller, chairman of 
Curtis Publishing Co., outlined 
the importance of trademarks and 
supporting advertising programs 
for building sales and consumer 
preference, and asserted that the 
“best testimonial to the value of 
national magazines as advertising 
media is the part they have played 
in building consumer preference 
and brand leadership. 

“It seems clear that, for good 
identification of advertising in 
magazines, an effective trademark 
or brand is essential,” he said. “In 
addition, if trademark identifica- 
tion is desired, it must be used 
effectively—not hidden or played 
down, ‘but made easy to see. Ef- 
fective use of a good trademark or 
brand can make good advertising 
more effective. Identification of 
a visual trademark also rates high- 
er than for a slogan used alone. 


ws “Given adequate and effective 
tools for identification, coupled 
with frequency or continuity in its 
use, advertising approaches maxi- 
mum effectiveness as a_ selling 
force. Frequency in the advertis- 
ing sales message is an imperative 
(Continued on Page 64) 


Ad t i A ; 
Entered as second-class matter Jan. 6, 1932, at the post office Chicago, Ill., under the act of March 3, 1879. Copyright, 1950, by Advertising Publications, Inc. 


THE NATIONAL NEWSPAPER OF MARKETING 


HARDBOARDS—Beginning with a four- 
color page in the June 24 Saturday Even- 
ing Post, Masonite Corp., Chicago, will 
run a six-month campaign for its hard- 
boards in 62 consumer and trade pub- 
lications. On the list are American 
Home, Better Homes & Gardens, Busi- 
ness Week, Fortune, Nation's Business, 
Modern Industry and Small Homes Guide. 
The Buchen Co. has the account. 


Canada Dry Page 
to Be Reenacted in 
‘Super Circus’ Show 


New YorK—A magazine ad that 
“comes to life” on television is 
the latest promotional wrinkle 
worked out by Canada Dry for its 
ginger ale. 

First, a full-color page ad ap- 
pears in the June 17 issue of 
The Saturday Evening Post with 
the headline: “Super Circus Stars 
Hail America’s Ginger-Upper.” In 
four panels, cast members of the 
“Super Circus” TV show are 
quoted on the virtues of Canada 
Dry ginger ale. 

Then, on the June 18 telecast of 
Super Circus, the ad will come to 
life when Ringmaster Claude 
Kirchner says: ‘Now I’ll show you 
what ‘Super Circus’ will look like 
when we have color television.” 
Kirchner will open the SEP and 
display the ad, asking viewers 

(Continued on Page 66) 


Last Minute News Flashes 


Ampro Corp. Appoints Ruthrauff & Ryan 

Cuicaco—Ampro Corp., a subsidiary of General Precision Equip- 
ment Corp., has appointed Ruthrauff & Ryan to handle its advertising. 
Ampro manufactures a full line of sound and silent motion picture pro- 
jectors and will shortly introduce a new 8mm magazine loading motion 
picture camera. Ampro also produces tape recorders. 


Film-Disc Camera Test Set for Peoria 

NEw YorkK—American Safety Razor Corp. will start testing its new 
Film-Disc camera late this month with 1,500-line ads in Peoria, IIl. 
National ads probably will not start until early next year. McCann- 


Erickson is the agency. 


Owen & Chappel to Handle New Rum Account 


New YorK—Browne Vintners Co., division of Seagram Distillers 
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Wayne Coy Gives 
Verbal Spanking 
to Radio Makers 


Says TV Sets Are 
Transmitters, FCC 
May Demand Licenses 


CuiIcaGo—FCC Chairman Wayne 
Coy told the Radio Manufacturers 
Association last Thursday that un- 
less radio and video manufactur- 
ers show a more cooperative spirit 
there is going to be trouble. 

And he spelled out the trouble. 

The Federal Communications 
Commission chairman said that the 
commission wants action immedi- 
ately in three fields: 

1. “Interference,” he said, “is 
caused in some areas and under 
certain circumstances by TV and 
FM receivers having excessive os- 
cillator radiation.” 

The radiation interference, he 
continued, not only is spoiling tele- 
vision entertainment for set own- 
ers in the vicinity of the unshield- 
ed sets, but such interference “may 
be acting as a deadly weapon, in- 
terfering with aviation radio and 
endangering the lives of passengers 
on airliners.” 


a Mr. Coy said bluntly: “The 
question before us now—today—is 
whether the cooperation from the 
industry will solve the problem 
or whether it will have to be solved 
under the power of the commis- 
sion to license transmitters—and 
that is what we are dealing with 
in the cases of those [TV or FM] 
receivers radiating excessive 
amounts of power.” 

And he emphasized the need for 
immediate action. “In certain 
areas where safety of life and 
property is jeopardized, immediate 
action is necessary.” Mr. Coy did 
not actually say that the FCC will 
require transmitter licenses for TV 
and FM sets in the neighborhood 
of airports, but he left no doubt 

(Continued on Page 66) 


Murchison Interests 
Buy ‘Field & Stream’ 


New YorkK—Controlling interest 
in the Field & Stream Publishing 
Co. has been acquired from Eltinge 
F. Warner & Associates by the 
Southwestern States Corp. on be- 
half of the Clint W. Murchison in- 
terests of Dallas. 

Mr. Warner, publisher of Field 
& Stream, monthly sportsman’s 
magazine established in 1895, told 
AA that he will become chairman 
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Atlante Papers 
Drop WCON, Keep 
WSB Stations 


ATLANTA—Atlanta Newspapers 
Inc., new owning company formed 
as a result of the recent merger 
of the Atlanta Constitution and 
Journal (AA, March 27), dis- 
continued operation of Station 
WCON (formerly run by the Con- 
stitution) on May 31. 

The station’s American Broad- 
casting Co. affiliation was as- 
sumed by Station WGST here on 
the following day. 

Merger of the two papers made 
it necessary to dispose of one of the 
papers’ radio properties, as the 
Federal Communications Commis- 
sion prohibits an individual or 
company from operating more than 
one radio and television station 
in a single market. The Journal 


operates WSB (and WSB-FM and 
WSB-TV), a 50,000-watt clear- 
channel station affiliated with the 
National Broadcasting Co., so the 
new corporation decided to dis- 
continue operation of smaller (5,- 
000-watt) WCON, 


s The company has petitioned the 
FCC for permission to use a newly 
constructed TV tower, built for 
WCON-TV, for transmitting pro- 
grams over WSB-FM and WSB- 
TV. Station WAGA has petitioned 
FCC to let it transfer from 590kc 
to the 550 ke frequency vacated by 
WCON in order to escape Cuban 
interference. 

The new corporation announced 
that both the Constitution (morn- 
ing) and the Journal (evening) 
will be printed weekdays in the 
Journal’s new plant. The Satur- 
day night press run (for the com- 
bined Sunday editions) will be di- 
vided between Journal and Con- 
stitution presses. 

The Constitution will retain its 
news and editorial offices in its 
own building, but business and 


advertising offices will be lo-! 
cated in the Journal building. The 
circulation department will re-' 
main at Constitution headquarters 
for the present. 

Officials of Atlanta Newspapers 
Inc. have stressed that the two 
papers will continue to operate 
as separate entities on a com- 
petitive basis. Clark Howell Sr. 
will continue to direct the news 
and editorial policies of the Con- 
stitution. 


SAN DIEGO ‘JOURNAL’ 
STOPS PUBLICATION 
San Dieco—The San Diego Jour- 
nal, established in 1944 by Clin- 
ton D. McKinnon, has suspended 
publication. John A. Kennedy, 
who purchased the paper when 
McKinnon was elected to Con- 
gress, said the suspension was ne- 
cessary because, despite increased 
advertising and circulation reven- 
ues, the break-even point was too 
high. 

The paper’s circulation list, good 
will and feature contracts were 
purchased by the Union-Tribune 


“What 


DEALER 
SIGNS 
have 
done 
for 
others, 


ARTKRAFT 


they ... CAN DO FOR YOU!” 


Actual audited research has proven, and America's lead- 
ing merchandisers have learned from experience, that 
Artkraft* Dealer Signs make national advertising five 


times as effective 


because 


more than five times as many know where to buy the 


advertised product. 


IN TERMS OF ACTUAL SALES 
actual audited research again proves that Artkraft* 


Dealer Signs increased sales 


Remember, what Artkraft* Dealer Signs have done for 


others, they can do for you. 


14.6%. 


"SIGN COMPANY 


Division of Artkraft* Manufacturing Corp. 
1133 E. Kibby St. 


Lima, Ohio 
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QUALITY PRODUCTS FOR OVER A QUARTER CENTURY 
Trademark 


send instructions on how to set up a successful dealer sign program. 


Porcel-M-Bos'd store front signs. 
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Reg. U. S. Pat. Of. 


SPEAKERS GATHER—In this photo taken 
to right: Gilbert T. Hedges, Wall St. Journal; Henry G. Little, executive vice-presi 
dent, Campbell-Ewald Co.; William F. Hufstader, vice-president, General Motors 
Corp.; Ernest E. Breech, executive vice-president, Ford Motor Co.; Charles Luckman 


T. E. Callis, Wall St. Journal; and 


Advertising Age, June 12, I 


by 


ie ger rg mE 
Fo eta 


at the AFA meeting in Detroit are, left 


George McMillan, Bristol-Myers Co. 


Publishing Co. The Tribune-Sun 
changed its name to the Tribune, 
effective with its May 29 editions, 
and noted in the masthead that it 
is a combination of the Journal, 
Tribune, and the Sun. Some Jour- 
nal features were shifted to both 
the Tribune and the Union. 

Two days before the suspension, 
a chattel mortage in the amount 
of $250,000 was filed in the San 
Diego county courthouse on be- 
half of the Charleston Broadcast- 
ing Co. against all physical equip- 
ment of the Journal, 


Catalog Lists Government 
Films for Television Use 


The Office of Education, Fed- 
eral Security Administration, has 
issued a catalog of 220 government 
motion picture films available for 
use on television. The catalog cov- 
ers films from 15 major depart- 
ments and bureaus including the 
armed services. Films deal with 
such varied topics as atomic bomb 
tests at Bikini, the Maine sardine 
industry and mental health of chil- 
dren. 

“U. S. Government Motion Pic- 
tures Cleared for Television” may 
be obtained by writing Visual Aids, 
Office of Education, Federal Se- 
curity Agency, Washington 25, 
D. C. 


Florida Fashions to Use TV 


Florida Fashions Inc., Sanford, 
Fla., which has been using period- 
icals and newspapers, now plans 
to use television, starting with test 
participations on the “Market Mel- 
odies” show over WJZ-TV, New 
York. Jack Danowitz Advertising 
New York, is the agency. 


Increase in British 4 
Ads Over ‘49 Shown 
in First Quarter 


Lonpon—Total cost of adver- 
tising space in British news- 
papers and periodicals during 
the first quarter of 1950, accord- 
ing to a recently published issue 
of Statistical Review here, was 
about $25,000,000. The figure is an 
increase of more than 37% over 
the corresponding period last year, 

Indicative of the growth in vol- 
ume of advertising, the figure for 
the first quarter of 1950 of £8, 
930,488 compares with £3,575, 
612 in 1945; £3,745,382 in 1946; 
£4,862,729 in 1947; £5,303,922 in 
1948, and £6,490,598 last year. 
However, as compared with the 
last quarter of 1949, the first part 
of 1950 showed a small reduction. 

Total expenditure for January 
and February was below the aver- 
age for the preceding three months, 
while March showed a sharp rise. 
Thus the normal prewar trend of 
expenditure again shows itself, the 
Review points out. 

Publishing houses have sudden- 
ly become large advertisers be- 
cause of the removal of paper re- 
strictions for periodicals. 


Gordon Forms Own Agency 


Marvin Gordon has resigned as 
vice-president of Deuss-Gordon 
Advertising Agency, Chicago, to 
form his own agency, Marvin 
Gordon & Associates, at 615 N. 


Wabash Ave., Chicago. 


* According to latest sales figutes... 
Almost everything sells better in the 


Growing Greensboro Market 


EXCEPTION: 


Homer's Hookahs 


It’s no pipe dream that our 
627,400 people (1/6 of the 
state’s total) bought 1/5 
($394,543,000) of all merchan- 
dise sold in N. C. in 1949 
($2,130,425,000)! 


EXCEPTION: 


Automatic Butlers 
“Automatically” the NEWS 


and RECORD delivers daily 
69.98% home coverage of the 
155,700 families in our 12- 
County ABC Retail Trading 
Zone! 


*Sales Management Figures. 


GREENSBORO, NORTH CAROLINA 


Represented by Jann & Kelley, Inc. 
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How often have you 
explained a move, 
decision or purchase 

with “we did it for 

the kids”? That excuse 
has moved mountains 

of merchandise . . . makes 
America’s younger people 
an important marketing 
factor. How do you 

reach ‘em? No better 
medium than with 


Comics Magazines! 


Represented by 
Richard A. Feldon & Co., Inc. 
205 East 42nd Street 
New York 18, N. Y. 


CHICAGO LOS ANGELES 
SAN FRANCISCO) PORTLAND 
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Hooper Audience 
Data, Radio vs. TV, 
to Be Confidential 


New YorK—The type of C. E. 
Hooper Inc. data that has been fea- 
tured most prominently in news 
stories of late is no longer for re- 
lease—either editorially or in ad- 
vertising. 

Mr. Hooper has decided that 
in the future his figures on the 
breakdown of the total broadcast 
audience between radio and TV 
will be compiled strictly for the 
confidential use of subscribing 
stations. 

Many broadcasters have been 


ANS une 


7% AMERICAN LABEL CO. 


up in arms against the researcher 
since the widespread publicity 
given Hooper reports on TV’s sharp 
inroads on radio’s audience in some 
major markets. Most play was 
given to figures showing that TV 
is getting a better than 50% share 
of the total nighttime audience in 
Baltimore. 

Mr. Hooper will continue to 
show the share of audience be- 
tween radio and TV in the 41 
video cities covered by his tele- 
vision studies, but TV subscribers 
will be asked to refrain from 
boasting in print. 


Sperry to ‘Sports Afield’ 


Donald D. Sperry, formerly Chi- 
cago manager of American Home, 
has joined Sports Afield in Chicago 
as western manager. He succeeds 
Willard K. Trout, who several 
months ago was transferred to the 
home office in Minneapolis as vice- 
president, James J. Darling, for- 
merly sales promotion manager 
in New York for American Home, 
succeeds Mr. Sperry in Chicago 
(AA, May 15). 


Self-Service, 


Frozen Juices 
Top Nargus Meet 


(Continued from Page 1) 
wrapped package-within-a-pack- 
age saltines and graham crackers. 

Equipment and fixture manu- 
facturers offered a variety of 
items, many of which were de- 
signed to speed up customer han- 
dling. These included conveyor 
belts and turntables for check- 
out counters, various types of dis- 
play racks, and several different 
kinds of shopping gliders, from 
the telescope-type to the ones with 
a seat for Junior. 


ws Food exhibitors reported that 
sales at this year’s meeting were 
better than at last year’s, while 
the general feeling among fixture 


and equipment dealers seemed to 
be that sales were good, but gro- 
cers were being more selective in 
choosing equipment than they had 
been in preceding years when the 
supply situation was such that they 
‘ook anything available. 

Several manufacturers featured 
tie-in displays in an effort to show 
grocers how they could increase 
sales of a number of related items 
if they would exhibit them to- 
gether. This type of arrangement 
was particularly noticeable in 
both beer and other beverage 
displays, where cheese, crackers, 
pickles, etc., were tied in with the 
featured beverage. 


w Tyre Taylor, general counsel of 
the association, told the assembled 
grocers that the rules adopted by 
the Federal Trade Commission in 
1929 are a “dead letter today.” 
“Speaking conservatively,” he 
said, “I would guess that at least 
seven out of ten people in the in- 
dustry do not know they exist, 
and not one out of ten could state 


lato ce tug IS MORE NECESSARY 


..» WHEN YOUR SALESMAN IS ABSENT 


Why should you consider catalog advertising more impor- 


The CATALOG DIRECTORY 
of products used in the fol- 
lowing types of institutions: 


Army, Navy and Govern- 


It is quite common to find a man- 


ufacturer doing an excellent 


vertising job, maintaining a top-flight 
sales organization, while at the same time 


doing a very poor catalog job. 


; 


tant than your salesmen’s calls? 


While they naturally come under the same 
general category, your advertising 
does one thing, your salesmen 


ad- 


The catalog is not only necessary when your 
salesman is present, but is much more necessary 
when your salesman is absent. 


Marketing success does not depend on any one 


do another, and your cat- 
alog still another. 


Published by 
INSTITUTIONS MAGAZINE 
1801 S. Prairie Ave. 

Chicago 16, Ilinois 


LOOK To Your Account Executive... 


factor. Successful merchandising is the result of 
combining several factors and bringing them to 
top-notch efficiency almost at the same time. A 
good advertising program backed up with 

a good sales organization can not reach 

top efficiency without the right kind of 
catalog material. 


Your account executive will be glad to 
work with you to determine proper de- 
sign and to help you in other ways to 
get your catalog used. He will be glad. 
also, to explain the low-cost method of 
catalog distribution available through 
the Manufacturers’ Catalog Section of 
INSTITUTIONS CATALOG DIRECTORY. 
Write for media file or consult your ad- 


vertising agency. 


ae 
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iT 
even one practice they are sup! 
posed to prevent.” 

Mr. Taylor added that a revised 
set of rules suggested by the as- 
sociation will be considered by the 
commission. He warned, however, 
that there is opposition to these 
proposals by many “well-meaning 
friends” which is based largely on 
a misconception that Nargus is 
attempting to bring about greater 
governmental control of the in- 
dustry. 


ws A. C. Nielsen, president of A. C, 
Nielsen Co., told the convention 
that food store sales per employe 
increased 46% between 1939 and 
1948, due to increased efficiency of 
retailing and other. levels of food 
distributive methods. 

Volume per food store employe 
in 1939, he said, was $10,254, while 
in 1948 it was $33,125, which, al- 
lowing for inflationary influences, 
represented a $15,000 positive in- 
crease. Per capita increase in food 
consumption during the same per- 
iod amounted to 8%, he added. 

Mistakes that manufacturers 
make, according to Nielsen, are: 

1. Overloading stores with mer- 
chandise that doesn’t sell. 

2. Adding expensive packaging. 

3. Ineffective advertising. 

4. Ineffective display methods. 

5. Poor salesmanship. 


e The value of advertising to the 
independent retail grocer was 
stressed by J. B. Rhodes, general 
manager of Associated Grocers 
Co-op, Seattle. There are certain 
services, he said, which are ab- 
solutely essential to the welfare 
of retail grocers, and one of the 
most important is advertising. 

“We have consistently adver- 
tised since our organization started 
in 1934,” he added. “Today we 
have three groups of advertisers 
who carry ads under their own 
names. These ads are prepared 
in our advertising department, and 
we are carrying ads in 14 or 15 
newspapers in western Washing- 
ton and spending approximately 
$100,000 a year on group adver- 
tising alone.” 

“All advertising money paid in- 
to our organization by manufac- 
turers is spent for advertising,” he 
said. “In addition, we also are 
spending retailers’ money, depen- 
ding on the cost of advertising in 
the particular territory where 
these groups operate.” 


@ Rose M. Kiefer, secretary-man- 
ager of the retail association, an- 
nounced that next year’s conven- 
tion will be an international affair, 
with many foreign manufacturers 
numbered among the exhibitors 
(Canada, Holland, New Zealand 
and Sweden were represented this 
year). Several of these are with- 
out sales representatives in this 
country, she added, and have re- 
quested an opportunity to dis- 
play their products here next year. 

In addition to the added exhibits, 
plans for next year call for model 
stores to be set up. 


Reports Regional Variation 
in Canned Meat Consumption 


Canned meat shows a “strikingly 
irregular” geographic consumption 
pattern, according to a new study 
by the Bureau of Advertising, 
American Newspaper Publishers 
Association. 

The study, “Regional Variations 
in the Home Purchases of Canned 
Meat,” points out that while canned 
meat is consumed in substantial 
volume in every region of the U. S., 
this fact “becomes a meaningless 
generality in the face of a study 
of consumption by types of canned 
meat.” 


Lubbock Paper Sets Record 


The May 28 ard May 30 issues 
of the Journal, Lubbock, Tex., car- 
ried 122,304 lines of advertising 
on the opening of the Hemphill- 
Wells Co.’s department store. For- 
ty ads carried a color overprint. 
It represented the largest single 
sale ever made by the Journal. 
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Your assurance of better store display, 


larger inventories and faster turnover— 


THE GROWING TREND among re- 
tailers to pare lines to fewer brands 
presents a major problem for man- 
ufacturers. Coupled with the in- 
creasing share of the market en- 
joyed by chain and private labels, 


‘the movement requires aggressive 


action towards building a strong 
consumer franchise if you are to 
get the volume you want. 

If your efforts to open and ex- 
pand distribution are bottle-necked 
by retail practice, you will be in- 
terested in a proved procedure de- 
veloped by the Chicago Tribune 


THE WORLD’S GREATEST 


from first hand knowledge of sell- 
ing and advertising in Chicago. 
Integrated with retail thinking 
and store operations, the Tribune 
plan earns better shelf position and 
store display for your brand. It re- 
sults in greater productivity from 
your salesmen and larger orders 
without resort to special discounts, 
deals, premiums or price cuts. 
Because it gets for your brand a 


. greater share of the day-to-day 


buying of consumers it builds for 
you a market position strongly re- 
sistant to competitive selling. It 


Chicago Tribune 


NEWSPAPER 


The Chicago Tribune 
Consumer-Franchise Plan! 


meets today’s conditions and serves 
as a sound basis for future expan- 
sion. Rich in results in Chicago, the 
plan can be set up in any market. 

Here is the kind of a specific pro- 
gram that makes sense to the execu- 
tive who seeks a constructive 
method that will build high annual 
volume and contribute to continued 
company growth and financial suc- 
cess. A Tribune representative will 
be glad to discuss. this consumer- 
franchise plan with you. Ask him 
to call. 


Chicago Tribune representatives: A.W. Dreier, 1333 Tribune Tower, Chicago 11; E. P. Struhsacker, 220 E. 42nd St., New York City 17; W. E. 
Bates, Penobscot Bldg., Detroit 26; Fitzpatrick 8 Chamberlin, 155 Montgomery St., San Francisco 4; also, 1127 Wilshire Blod., Los Angeles 17 
MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 
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Canadian Doughnut to JWT 

Canadian Doughnut Co., Toron- 
to, maker of automatic doughnut 
making machines and equipment, 
and prepared doughnut and cake 
mixes, has appointed J. Walter 
Thompson Co., Toronto, to handle 
its advertising. 


Kellogg Appoints Freeman 

Dorothy Freeman, formerly in 
the Los Angeles office of Erwin, 
Wasey & Co., has been named in 
charge of production and media at 
Edward S. Kellogg Co., Los An- 
geles. 


Sherman Joins Mogul Agency 

Emil Mogul Co., New York, has 
added Jules Sherman, previously 
with Deutsch & Shea, as assistant 
production manager. 


Pulse Home Inventory Study Shows 
Minorily Groups Buying Patterns 


(Continued from Page 1) 

cO was on more pantry shelves 
than any other vegetable shorten- 
ing in all homes except Jewish. 
Percentages: - All homes, 41.6; 
Italian, 40.4; German, 58.4; Negro, 
51.6. In Jewish homes, Spry was 
first with 50.6. 


ew For a single brand of coffee, 
Maxwell House led in all hom~s 
with 19.0, but three A&P brands 
chalked up a total of 30.5. These 
A&P brands were getting a major 
share of the business in all homes 
except those of Negroes, where 
Maxwell House scored 53.2. 

In his comments on the survey, 
Dr. Sydney Roslow, director of 
Pulse, points out that Maxwell 
House last year lost ground to the 
A&P brands in the Jewish market, 
which now rates them 33.4 and 


28.2, respectively. 

In the instant coffee category, 
only 22% of Negro families were 
users (had some kind on hand at 
time of interview), while 56% 
of Jewish families were users. In 
mayonnaise, Hellman’s placed first, 
ranging from 404% in Negro 
homes to 65.2% in Jewish homes. 
Favorite in all groups, and in total 
homes, was Philadelphia cream 
cheese. There was a marked vari- 
ance in stocking any kind of cream 
cheese: In Negro homes, the figure 
was 11.6%; in the Jewish category, 
59%. 


@ Quaker Oats was an easy hot 
breakfast cereal winner in all fam- 
ily groups excepting the Jewish, 
where H-O Cream Farina and 
oats rated first and second, re- 
spectively. Corn Flakes and Rice 


Krispies, in that order, were in 
more homes than any other ready- 
to-eat cold cereal. They held the 
same positions in each minority 
group. 

Hecker flour, which was in 
48.2% of Jewish homes, held a 
slight lead in total homes, with 
30.4%. Not far behind in total 
homes, with a score of 29%, was 
Gold Medal, which was on hand in 
44% of German and Negro homes. 
Presto cake flour was first in the 
total sample and in all four cat- 
egories. 

More of the homes were stocked 
with Campbell soup, of all kinds, 
than any other canned brand. If 
a dehydrated soup was in the pan- 
try, it was most likely Lipton’s. 


@ Libby’s canned tomato juice 
led in all homes, except Negro and 
Jewish, where it placed second and 
third, respectively. Campbell was 
the No. 1 brand of Negro families 
and Kemps of Jewish families. 
Dole canned pineapple juice was 
first; no brand of canned orange 


These two publications 
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between Your Factory and Millions of Consumers 


PRACTICAL — 
BUILDER 


;and grapefruit juice showed up 


Step up your sales power in the multi-billion dollar 
building market where it helps you the most—with 
dealers and builders. 


Take these two vitally important steps and your 
program to sell more of your product to millions of 
consumers will move in high gear: 


1. SELL THE DEALER. Jf the dealer doesn’t carry or 
doesn’t know about your product, he can give his 
customers a dozen reasons why the product he does 
carry is “just as good or better.” 


2. SELL THE BUILDER. Tell him how your product 
is used, what it will do for him, its advantages, etc., 
because if the builder doesn’t know your product, 
he’ll switch the owner to the product he does know. 


You can’t expect the consumer td be a technical 
expert on all of the hundreds of products that go 
into a building. He must rely on his local experts— 
the building material dealer and the contractor- 
builder. Remember, dealers sell what they handle 


and builders install what they have confidence in. 
This is why your advertising in BUILDING SUPPLY 
NEws and PRACTICAL BUILDER can step up your 
sales power. 


To do a real trade promotion job—to sell these key 


factors who must be sold and kept sold—talk their 


language: In BSN, talk the “how to sell more— 


make more money” language of the dealer (and his 


Wholesaler). In PB, talk the practical “‘how to do it” 
language to the contractor and builder. You need 


both BSN and PB to do these distinctly different jobs 
most effectively, because each of these publications 


is individually tailored to serve the specific job and 
profit interests of its own class of readers. 


That’s why more of the top dealers and whole- 
salers read BUILDING SUPPLY NEWS... why more 
contractors and builders read PRACTICAL BUILDER. 
When you gear these publications into your sales 
mechanism, you step up your selling power be- 
tween your factory and millions of consumers— 
wel greatest buying power for your advertising 
ollar. 


INDUSTRIAL PUBLICATIONS, INC., 5 South Wabash Ave., Chicago 3, Ill. 


For over 33 years exclusive publishers to the Building Industry, also publishers of BSN Dealers’ Directory Issue, 
Building Material Merchant & Wholesaler, Brick & Clay Record, Ceramic Industry and Ceramic Data Book 


Largest and 
only exclusive 


To sell contractors and builders who do residential, commercial, industrial, rural and remodeling work: 


PRACTICAL BUILDER 


MORE CONTRACTOR-BUILDER CIRCULATION THAN ANY OTHER PUBLICATION 


publishers to. 
the building 


4) 


To sell the top dealers and wholesalers who supply the multi-billion dollar construction market: 


BUILDING SUPPLY NEWS 


DEALERS PAY MORE MONEY TO READ BSN THAN ANY OTHER DEALER PUBLICATION 


Advertising Age, June 12, 195% 
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particularly strong. 

Carolina rice was the favorite 
in all homes and in Italian, Ger- 
man, Negro and Jewish individu- 
ally. Second in all groups, except 
the Negro, where Uncle Ben was 
runnerup, was River Brand, 

Package cleanser leaders were 
Bab-O—30.6% in all homes—and 
Ajax—29.5%. The former did es- 
pecially well in Jewish homes, 
with 50%. Ajax was first in all 
other groups. 

Colgate toothpaste bested all 
competition, ranging from 41.8% 
in Jewish homes to 27% in Italian 
homes. Runners-up in total fam- 
ilies were Ipana and Pepsodent, 
Dr. Lyons tooth powder was first 
rin total homes, thanks to heavy 
Jewish usage. Colgate was the 
winner in all other home groups, 

Among lather shaving soaps, 
Colgate predominated in total 
homes, in Italian and in Jewish, 
Palmolive was first in German. No 
brand had a noteworthy position 
in Negro homes. Among brushless 
soap, Barbasol had a slight edge in 
the over-all sample and was first 
in German and Jewish homes, 
Palmolive was first for Italians and 
Negroes. 


s Johnson paste floor wax led in 
total homes and individual cat- 
egories. Most frequently found 
brand in liquid wax was Beacon, 
in 24.8% of the total homes, against 
20.2% for Johnson. Gold Seal 
glass wax far outdistanced the 
field in the total sample and in 
all home groupings. 

A whisky breakdown was made 
only for Jewish and non-Jewish 
homes. Rye was present in 44.6% 
of the latter, compared with 64.8% 
of the former. Number one choice 
of Jewish customers was Calvert 
Reserve, which tied for third place 
in non-Jewish homes. More Jewish 
families (32.8%) had Scotch on 
hand than non-Jewish families 
(11.9%). Cigarets were reported 
in like manner: Among women 
Chesterfields were first in all 
homes and in both categories; 
Camels were the second choice of 
Jewish women; Philip Morris, of 
non-Jewish women. 


# Pulse findings may be projected 
against the following population 
figures: Total families in New 
York, 2,331,500; non-Jewish, 1,- 
608,735; Italian, 391,392; German, 
177,194; Negro, 156,210, and Jew- 
ish, 722,765. 

This survey was one in a series 
made for Joseph Jacobs Advertis- 
ing & Merchandising Inc. This 
is the first time, however, that a 
breakdown was included for prod- 
ucts on hand in Jewish, Italian, 
and Negro homes. In other years 
the figures were compiled only for 
non-Jewish and Jewish homes. 


Two Join Compton Staff 


Mary Eleanor Reese, formerly ' 
with Doherty, Clifford & Shen- 
field and Paris & Peart, and John 
J. Gubelman, previously with Mc- 
Cann-Erickson, have joined the 
print copy department of Comp- 
ton Advertising, New York. 


Benton & Bowles NamesTwo  ) 


Jean Lawler, formerly with Sul- © 
livan, Stauffer, Colwell & Bayles, 
New York, has joined the time 
buying department of Benton & 
Bowles, New York, replacing Ruth 
Jones, who has been made super- 
visor of all media for Procter & 
Gamble’s Tide. 


To Aubrey, Moore & Wallace 


Claire McArdle, formerly fash- 
ion writer with Dey Brothers & 
Co. department store and Coe Ad- 
vertising Agency in Syracuse, N. 
Y., has joined the copy staff of 
Aubrey, Moore & Wallace, Chi- 
cago agency. 


WTOR Joins ABC Network | 


Station 
Conn., has become a member 


the American Broadcasting Co. 
network. 


WTOR, Torrington, | Be 
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Che Atlanta Zournal 


r AND 


s, THE ATLANTA CONSTITUTION 


. 


| one yreat Sundty newspeg 
covering the — 


= Net Paid Circulation, Sunday, June 4th 


y for (The first combined Sunday issue) 


< 475,000 


(Press run: 475,000 . . . a complete sellout!) 


Representatives: KELLY-SMITH COMPANY + New York - Chicago + Philadelphia + Detroit + Boston + San Francisco + Los Angeles + Atlanta + Syracuse 
ro) tt The Journal-Constitution Sunday Magazine is a Member of the Metropolitan Group and the Locally Edited Group 

nyles, tt Sunday Comics advertising is sold by PUCK COMIC WEEKLY 
vt This Week Magazine *% The American Weekly 
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Miller vs. Blaiz 
Suit Reveals Rise 
in Miller's Budget 


MILWAUKEE—Miller Brewing Co, 
has spent more than $4,250,000 in 
the past three years for adver- 
tising, according to Norman R. 
Klug, vice-president. 

The figure will become part 
of the court record in Miller’s 
suit against Blatz Brewing. Co., 
charging that Blatz imitated a 
Miller beer bottle and label. Mil- 


iad) <2 a Be 


ler is seeking an injunction and 
damages (AA, May 8). 

Mr. Klug testified at a pretrial 
hearing that Miller spent these 
amounts for advertising: $2,083,- 
000 in 1949; $1,279,000 in 1948 
and $1,001,000 in 1947. 

Both Klug and Frederick C. Mil- 
ler, president of Miller Brewing, 
testified that the Blatz label and 
bottle in question have “confused” 
customers and that there were in- 
stances in which Blatz beer had 
been “palmed off” as Miller beer. 


Gebelow Joins Mailograph 


Sidney P. Gebelow, former 
printing forms buyer for Johns- 
Manville Corp., New York, has 
joined Mailograph Co., New York, 
creator and producer of direct 
mail, as advertising production 
manadzer. 


Franke] Joins DuFine Agency 
DuFine-Kaufman, New York, 
has added Roy F. Frankel, for- 
merly assistant to the advertising 
manager of Jacques Kreisler Mfg. 
Corp., as publicity director. 


West Coast Utility 
Blasts Congressman 
on Ad Info Request 


Los ANGELEs—One of the first 
responses to the request of a spe- 
cial House committee studying 
lobbying (AA, June 5) for full 
information on all advertising and 
publicity designed to influence 
legislation was a blistering tele- 
gram to Rep. Frank Buchanan 
(D., Pa.), chairman of the com- 
mittee, from W. C. Mullendore, 
president of Southern California 
Edison Co. 

The company was one of 166 
which the special committee asked 
for complete information on all ex- 
penditures on advertising and other 
activities in the past three and 
a half years “relating to any at- 
tempt to influence, directly or in- 
directly, the passage or defeat of 
any federal legislation.” 

Calling the request “an obvious 
attempt to use intimidation in 


limiting the exercise of free 
speech,” Mr. Mullendore wired the 
congressman “to express deep re- 
sentment and indignation at this 
brazen attempt at thought con- 
trol.” 


ws “We cannot now say definitely 
whether it is humanly possible to 
furnish, within the 10-day time 
limit, the extremely detailed in- 
formation as to all printed materi- 
al, advertising, public statements, 
talks and conversations, business 
trips, expenditures or expenses 
which might have had some direct 
or indirect effect upon federal leg- 
islation,” he said, “but we can 
give you our reaction to the enor- 
mity of the tyranny implied in 
your demand...We are sending 
copies to others interested, includ- 
ing our 90,000 stockholders...” 


Linder to Kenyon & Eckhardt 


Ralph F. Linder, formerly with 
Biow Co., has joined Kenyon & 
Eckhardt, New York, as vice-pres- 
ident and account executive. 


AS HOOSIER AS THE 


“RAGGEDY MAN" 


(That famous character from the poems of 
the beloved Hoosier poet, James Whitcomb Riley) 


the Top Interest Spot in Indiana's Largest Sunday Newspaper 
Edited for, about, and by Hoosiers, and printed in full color, 

The Indianapolis Star Magazine has something special for every 
member of the family. That's why it’s the favorite section of the fast 
growing Sunday Star—now at an all-time circulation peak of 
271,805* families! A member of the Locally-Edited Group, its 
tabloid-size pages offer monotone to full-color for most effective 
presentation. Learn more about Indiana's No. 1 Sunday | 
advertising medium . . . available in the Metropolitan Group, 


or individually through . . . 


KELLY-SMITH COMPANY ¢ NATIONAL REPRESENTATIVES 
*Publishers’ Statement, Ist Quarter, 1950 


Advertsing Age, June 12, 19m 


Hope Replaced 
by Godfrey on 
Lever Lineup 


New YorK—Bob Hope finally 
won his freedom from Lever Bros, 
Co., which last week released the 
comedian from a multi-million 
dollar radio contract that still had 
five years to run. 

The soap company immediately 
transferred its affections to Arthur 
Godfrey, who will start his morn- 
ing network broadcast 15 min- 
utes earlier on Oct. 1. This will 
give Columbia’s audiences an ad- 
ditional hour and 15 minutes a 
week of the inexhaustible Mr, 
Godfrey, whose daily morning 
show currently lasts one hour and 
a quarter for five sponsors. Agency 
and product will be selected later, 


No stranger to Lever Bros., the 
redhead has been selling tea and 
soap for its subsidiary company, 
Thomas J. Lipton Inc., for a couple 
of years. 


= Cancellation of the Hope show 
leaves Lever with only one broad- 
cast—“Big Story”—on NBC. Fol- 
lowing the comedian’s release, 
NBC announced that it had signed 
him to an exclusive radio-TV 
contract. No figures were released 
but the number of dollars used to 
keep Hope, who was much sought 
after by CBS, at NBC is said to 
be the largest yet handed out in 
the networks’ talent battle. 
Signed to spqnsor Hope’s broad- 
cast this fall is Liggett & Myers 
Tobacco Co., which also airs God- 
frey on radio and TV. Cunningham 
& Walsh is Chesterfield’s agency. 
Frigidaire Division of General 
Motors Corp., through Foote, Cone 
& Belding, has carried two Hope 
TV shows as holiday attractions 
and plans others this year on NBC. 
There also is a possibility that 
Hope will start a regular video 
series later this year. 


es Lever also has put its name 
on two CBS-TV half hours for 
fall. One of these time periods is 
that vacated by International Sil- 
ver Co. (Young & Rubicam), 
which has dropped “Silver The- 
ater” at the end of the current 
cycle. This time immediately pre- 
cedes Godfrey’s “Talent Scouts” 
show for Lipton. 

Additional time contracted for 
is Thursday at 9:30 p.m., EST. 
Half of this time is now occupied 
by a Harriet Hubbard Ayer tele- 
cast starring Ilka Chase. Whether 
the Lever subsidiary will discon- 
tinue this show or shift it to an- 
other time in the fall had not been 
decided as AA went to press. 
James A. Barnett, vice-presi- 
dent in charge of advertising, said 
products and programs to fill the 
TV periods will be announced 
later, along with agency designa- 
tions. 


s Coincident with Lever’s im- 
pending splurge in TV came signs 
of a further cutback in evening 
network radio. There is a better 
than 50-50 chance that “Amos ‘n’ 
Andy” (CBS) will not wear the 
Rinso colors in the fall. 
Meanwhile, the company is in 
the midst of its usual summer 
selective (AM) campaigns for 
Lifebuoy and other products. No 
video spots have been used yet. 
Lever will invest about $1,250,- 
000 in time and talent for the 
Godfrey show. This is about $250,- 
000 less than it has put into Hope’s 
broadcasts annually. The CBS 
video time segment purchase 
amounts to about $1,000,000. 
Hope was reported to have first 
heard of his release from newspa- 
per reports. Lever said it notified 


the comedian by wire the night 
before the press was told the news. 
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YOU ADVERTISE IN BUSINESS WEEK WHEN 


YOU WANT TO INFLUENCE MANAGEMENT-MEN 


INDUSTRIAL MAGNET 


Roving the uncharted wilderness, a pioneer halted his weary oxen at 
a natural dam site. Assured of an abundant supply of power and en- 
visioning a future market for his products, he built a grist mill. Such was 
the pattern of early industrial development in our country. 

Today, attracting business and industry to new locations is a highly 
developed science, in which states, municipalities, railroads, public 
utilities and civic minded companies and organizations rely heavily on 
paid advertising to do the job. 

These advertisers have found Business Week the ideal medium for 
reaching a highly concentrated audience of Management-men... 
executives who make or influence important decisions for their firms. 

Consequently, Business Week carries more industrial development 
advertising than any other general business or news magazine. 
Whether you’re selling a product, a service or a plant site, Business 
Week gives you selected prospects at lowest cost. 


Industrial Development Advertisers* 


in Business Week 
(Five Years or More) 


American Gas Association 

Commonwealth Edison Co. 

Erie Railroad Co, 

State of Florida 

Indiana Dept. of Commerce & Public Relations 

lowa Develop tc ission 

Jacksonville, Florida, Chamber of Commerce 

Maine Develop tC issi 

Massachusetts Development & Industrial Commission 
Metropolitan Oakland, California, Area Committee 
Mississippi Agricultural & Industrial Board 
Missouri Division of Resources & Development 
New Jersey Council, Dept. of Ec i | 
New York Central Railroad Co. 

New York State Dept. of Commerce 

Norfolk & Western Railway Co. 

North Carolina Dept. of Conservation & Development 
Ohio Power Co. 

Pennsylvania Commonwealth Dept. of Commerce 

St. Petersburg, Florida, Chamber of C ce 

San Jose, California, Chamber of C ce 

Southern Railway Co. 

United Gas Pipe Line Co. 


Pp 


*Source: Publishers’ Information Bureau Analysis 


A McGRAW-HILL PUBLICATION 
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NIAA Conference to 
Hear Top Speakers 
in Los Angeles 


Los ANGELEs—Several top speak- 
ers are scheduled to address the 
28th annual conference of the Na- 
tional Industrial Advertisers As- 
sociation to be held here from 
June 29 through July 1. 

Probably the best-known mem- 
ber of the speakers panel is Paul 


G. Hoffman, currently Economic 
Cooperation Administrator and 
PERMANENT 


DISPLAYS 


FOR NATIONAL ADVERTISERS 


Harve Ferrill &- Company 
11 E.WALTON PLACE - CHICAGO II 


former president of Studebaker 
Corp., who often is referred to as 
“America’s greatest salesman.” 

Others scheduled to speak in- 
clude: Reese Taylor, president of 
Union Oil Co., who will present 
his views on “Capital and the 
Welfare State”; William E, Um- 
stattd, president of Timken Roller 
Bearing Co., whose subject will 
be “Advertising Free Enterprise”; 
and Bernard Dolan, NIAA presi- 
dent and manager of sales for 
Peter A. Frasse & Co., who will 
discuss “Working with a Sales 
Force.” 


® Voicing their opinions on “The 
Economic Outlook” will be six 
representatives of leading pub- 
lishing companies: George O. 
Hays, president of Penton Pub- 
lishing Co.; Frank Tighe, editor 
of Motor Age; Wallace Traendly, 
publisher of Chemical Engineer- 
ing; Ray Dudley, president of Gulf 


Publishing Co.; Charles O. Herb, 
editor of Machinery, and E. G. 
Gavin, editor of American Builder. 
Moderator for this panel will be 
Dexter Keezer, director of the de- 
partment of economics at McGraw- 
Hill Publishing Co. 

A discussion on the effectiveness 
of industrial advertising will be 
supervised by Schuyler Hopper, 
New York agency owner and 
chairman of the NIAA committee 
studying this subject. 


Brooks Joins Gray Agency 
Arthur J. Brooks, formerly ad- 
vertising manager of Bigelow-Lip- 
tak Corp., Detroit, has joined 
Charles M. Gray & Associates, De- 
troit, industrial advertising agency, 
in a creative and contact capacity. 


Gascoigne Joins Lupton 

T. Richard Gascoigne, formerly 
sales manager of Chemical Engi- 
neering, has joined John Mather 


Lupton Co., New York. 


To Botsford, Constantine 


Botsford, Constantine & Gardner, 
San Francisco, has been re- 
tained to handle the advertising 
and promotion of Aron Canning 
Co., Stockton, Cal. Local newspa- 
per campaigns for the company’s 
Corina tomato paste are being 
planned in a number of metropoli- 
tan markets throughout the coun- 
try. 


KECA-TV Names McDaniels 


William K. McDaniels, acting 
sales manager for KECA-TV, Los 
Angeles, has been named sales 
manager. He will direct local and 
spot sales for the station, and Los 
Angeles spot sales for ABC’s KGO, 
San Francisco. 


Foell Appoints Gordon Best 

Foell Packing Co., Chicago, 
packer of Rose brand canned meat 
products, has placed its advertis- 
ing with Gordon Best Co., Chi- 
cago. 


With a lower-case “e,’ 


examiner 


an examiner is a doctor. Or 


a lawyer. Or a nightmare to college students. Take the 
initial letter from the upper case, and the word identi- 


fies a newspaper. 


With a lower-case “‘c,” the friendly abbreviation for 
Coca-Cola changes its meaning completely. Coke— 
with a capital ““C” means Coca-Cola and nothing else. 
That’s why we ask you to use the upper-case initial 


when you have occasion to mention it in your columns. 


is a medico 


There’s another reason, too, besides clarity. Coke and 
Coca-Cola are our registered trade-marks, and good 


practice requires the owner of a trade-mark to protect 
it diligently. That’s why the capital “C” is important 
to us—as important as a capital initial for the name 


of your publication. 


Coke = Coca-Cola 


Both are registered trade-marks which distinguish the 


same thing: the product of The Coca-Cola Company. 


THE COCA-COLA COMPANY 


*Indicates first listing in this colurtn. 
*June 15-20. National Editorialaiiogsg 


tion, annual convention, 
more, Providence, R. I. 
June 16-17. Pennsylvania Newspaper 
Publishers’ Association, annual display 
advertising conference, Penn Harris Hao 
tel, Harrisburg. pe 
June 25-29. Advertising Assoc.’.” 
the West, annual convention, Hel 
bassador,: Los Angeles. i 


Shera: 9 


_ 
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June 26-28. Newspaper Advert ™ 
ecutives Association, summer vhe 
Waldorf-Astoria, New York. 3 4 


*June 28-30. Association of Indé 
Metropolitan Stations, Miami, Klpe~\ «a 

June 29. National Association of, Mag- 
azine Publishers, summer meeting ‘ 
chester Country Club, Rye, N. Y.”” 

June 29-July 1. National Industrial Ad- 
vertisers Association, annual conference, 
Hotel Biltmore, Los Angeles. 

July 17-19. American Marketing Asso- 
ciation annual convention, Hotel Fair- 
mont, San Francisco, if | 

Sept. 18. Outdoor Advertising Asse / 
tion of America, annual convention, B 
Hotel, Chicago. x 

Sept. 18-21. Financial Public Rg 
Association, 35th annual conventig: 
tel Statler, Boston. Suna 

Sept. 18-21. Printing Industry of Amer- 
ica, annual convention, Palmer House, 
Chicago. 

Sept. 24-28. Advertising Specialty Na- 
tional Association, 47th annual convention 
and Specialty Fair, Palmer House, Chi- 
cago. 

Sept. 30.-Oct. 3. Mail Advertising Ser- 
vice Association International, 29th an- 
nual convention, Roosevelt Hotel, New 
York. 

Oct. 5. Export Advertising Association, 
2nd annual convention, Hotel Plaza, New 
York. 

*Oct. 5-7. Newspaper Advertising Man- 
agers’ Association of Eastern Canada, 
3rd annual meeting, Mount Royal Hotel, 
Montreal, Que. 

Oct. 16-17. Boston Conferenve on Dis- 
tribution, 22nd annual meeting, Hotel 
Statler, Boston. 

Oct. 22-24. Advertising Federation of 
America, 10th District convention, Herring 
Hotel, Amarillo, Tex 

Oct, 23-24. Inland Daily Press Associa- 
tion, annual meeting, Congress Hotel, Chi- 
cago. 

Oct. 24-25. Agricultural Publishers As- 
sociation, annual meeting, Chicago Ath- 
letic Club, Chicago. 

*Oct. 26-28. Southern Newspaper Pub- 
lishers Association, annual conventioa, 
The Greenbrier, White Sulphur Springs, 
W. Va. 

*Oct. 31-Nov. 1. American Association of 
Advertising Agencies, annual Eastern 
Conference, Hotel Roosevelt, New York. 

Nov. 20-22. Central regional meeting, 
National Newspaper Promotion Associ- 
ation, Indianapolis. 

Jan. 19-20, 1951. Southwestern Associg 
tion of Advertising Agencies, Baker He- 
tel, Dallas. “ 

*May 2-4, 1951. Association of Canadian 
Advertisers, annual convention, Toront]. 


Chicago Marketers Elect 


The Chicago chapter of the 
American Marketing Association 
has elected Perham C. Nwhl, asso- 
ciate director of research ;ef, Need- 
ham, Louis & Brorby, }. 

Other officers are: Vice-pr 
Richard W. Tully, resear: 

tor of Foote, Cone & Bela if; aud 
James L. Spangenberg, ''commer- 
cial research department of Qua- 
ker Oats Co.; and secretary, Har- 
per W. Boyd Jr., research director 
of Industrial Surveys Co. Fred L. 
Willis, of Armour & Co., has been 
reelected treasurer. 


Holbrook Named to ARF 
Newspaper Committee 


Richard G. Holbrook, in charge 
of copy and media research at Bat- 
ten, Barton, Durstine & Osborn, 
New York, has been appointed to 
the Advertising Research Founda- 
tion’s administrative committee in 
charge of the Continuing Study of 
Newspaper Reading. He replaces 
William G. Palmer of J. Walter 
Thompson Co., who recently re- 
tired. Before joining BBDO in 
1936, Holbrook was a copywriter 
with Kenyon & Eckhardt and with 
Young & Rubicam. 


Ohlsson Agency Moves Offices 


Ohlsson Advertising Agency, 
Green Bay, Wis., has moved to 
new offices at 220 E. Walnut St. 
The agency has added a commer- 
cial photography department. 


Leaves ‘Mechanix Illustrated’ 


John Lawson has resigned as | 
New England salesman of Mech- 
anix Illustrated to become a -part- 
ner in Gramatan Radio Co., Bronx- 
ville, N. Y. 
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ARF Business Paper 
Studies Scheduled 


for Summer Release 


} New Yorx—Field work has been 
comp'eted and publication of three 
of the Advertising Research 
ts. ition’s Continuing Study of 
Business Papers will begin in late 
summer. The reports of the sur- 
vey. conducted in cooperation with 
sie « ted Business Publications, 
wi : published about a month 
ym late summer and early 
Apsey Jr., advertising man- 
Black & Decker Mfg. Co., 
tuaustan of the administrative 
ittee, called the three-paper 
stuay “the biggest job, in many 
ways, the ARF has ever handled.” 
The reports are based on surveys 
of the February issue of American 
Builder, the March 6 issue of 
..nerican Machinist, and the 
-ch issue of Chemical Engin- 


i 
luc : 


er 


9. 

e project is more than a 

*ship study; it was designed 
to determine potential and actual 
audience of a given issue of a 
business paper to determine read- 
ership of the paper as a whole, as 
well as specific advertisements 
and editorial items, and to pro- 
vide detailed information about 
subscribers and readers—includ- 
ing “pass-along” circulation, pur- 
chasing influence, etc. 


m Mr. Apsey said because of ex- 
perience gained in the first ARF 
study of a business paper (1948, 
on Automotive Industries), “it 
has been possible to speed up the 
handling of the three-study job. 
Economies in operation have been 
made by conducting the three new 
studies in immediate succession.” 

Details of techniques and meth- 
odologies will appear in an appen- 
dix in each report, along with a 
description of sampling procedure, 
as in the Automotive Industries 
report. 

Members of the committee, be- 
sides Mr. Apsey, include Kenneth 
W. Akers, Griswold-Eshleman Co.; 
J. Sidney Crane, Simmons-Board- 
man Publishing Corp.; Bernard 
Nolan, Peter A. Frasse & Co.; 
¥", L. Fisher, Rickard & Co.; Ar- 
nold Friedman, Chain Store Age; 
».. P. Moyer, General Electric 
Co.; E. Scott Pattison, G. M. Bas- 
ford Co.; and H. Judd Payne, F. W. 
Dodge Corp. William K. Beard Jr., 
president of ABP, is an ex-officio 
member The committee includes 
renr ..atives from the Associa- 

National Advertisers, 

Association of Adver- 
; encies, the ABP and Na- 
tional Ir dustrial Advertisers As- 
sociation. 


Lockwood-Shackelford 
Acquires Boone Agency 


Lockwood-Shackelford Co., Los 
Angeles agency, 
has acquired the 
Robert w. 
Boone Advertis- 
ing Agency, Los 
Angeles. Robert 
W. Boone will 
join Lockwood- 
Shackelford as 
account execu- 
tive. 

Mr. Boone 
formed his own 
agency in 1945. 


se f 


Robert Boone 


Prior to that he was with Hughes 
Aircraft Co. in an executive capa- 
city in charge of graphic arts re- 
quirements. 


Uses Cloth Direct Mail Piece 


A direct mail series, reproduced 
on the Handi-Valet non-woven 
cloth, is currently being made 
available to Pontiac dealers for 
their service customers. The cloth, 
which carri¢s the-advertising mes- 
Sage, can then be used by the cus- 
tomer as a wiping cloth and when 
Washed the printing doesn’t wash 
out. The series is being put out 
by L. C. Howe, National Bank 


Four A’‘s Sets Place, Date 
for Eastern: Conference 

The American Association of 
Advertising Agencies, New York, 
will hold the 1950 Annual Con- 
ference for the New York, New 
England, and Atlantic Councils in 
New York’s Hotel Roosevelt Oct. 
31-Nov. 1. The two-day conference 
will have seven group sessions and 
conclude with a general “town 
meeting.” 

Present plans call for meetings 
on radio and television production, 
media, marketing and merchandis- 
ing, research, creative problems, 
mechanical production, and man- 
agement questions. At a luncheon 
Oct. 31 for agency management 
heads, Fairfax M. Cone, chairman, 
Foote, Cone & Belding, will be 
the principal speaker. 


Hussco Names Moss & Arnold 

Hussco Shoe Corp., Honesdale, 
Pa., maker of Huskies moccasins 
for men, women and children, has 
appointed Moss & Arnold Co., 
NNew York, to handle its advertis- 
ing, sales promotion and merchan- 
dising. National magazines, trade 
publications and direct mail will 
be used. 


Encyclopaedia Britannica 
Offers 13-Week TV Shows 


Encyclopaedia Britannica Films, 
Wilmette, Ill., has published a 
folder, “How to Attract and Keep 
a Big TV Audience at Low Cost,” 
which describes a series of ten 13- 
week film programs for television 
available from the film company. 
The ten programs range from 
children’s shows to the “how to 
sports,” arts and crafts motion 
pictures to “TV Travel Time.” The 
films in the package series are 
one-reel 16 mm sound films which 
run on the average of 11 minutes, 
suitable for 15-minute programs. 


Guy Osborn Retires 

After 50 years in the newspaper 
representative business, Guy S. 
Osborn has retired from Osborn, 
Scolaro, Meeker & Scott. Don 
Scott, a partner for many years, 
will head the Chicago office. 


Kearns Joins ‘Journal’ 

Pat Kearns, formerly with 
KSFO, San Francisco, and XING, 
Seattle, has joined the pru.uvtion 
department of the Journal, Port- 
land, Ore. 


Mutual Loses Ralston Shows 


Ralston Purina Co., St. Louis, 
has canceled its 16-year-old “Tom 
Mix Show” and “Checkerboard 
Jamboree” on Mutual Broadcast- 
ing System. Ralston will use spot 
radio next fall and TV in -1951. 
Gardner Advertising Co. is the 
agency. 


Long Names Goodman V. P. 


William L. Goodman Jr., head 
of the advertising division of W. 
E. Long Co., Chicago agency, has 
been elected to the newly created 
post of vice president - director of 
advertising. 


New Haven Names Tower 


New Haven Clock & Watch Co., 
New Haven, Conn., emerging from 
recent reorganization, has ap- 
pointed William B. Tower Jr., for- 
merly with Elgin American divi- 
sion, Illinois Watch Case Co., as di- 
rector of sales, a newly created 


post. 


Columbia Steel Names Two 


Columbia Steel Co., San Fran- 
cisco, has named Robert H. Mad- 
dan Jr., manager of sales, manu- 
facturing accounts, and John S. 
Thompson, manager of sales for 
merchant trade accounts. 


CHROME + NICKEL + COLORS 


l\ Novelty Finishes and Simulated Wood Grains 
\ Use them on your ADVERTISING 
DIRECTIONAL and POINT of SALE Signs 


THE YARDER MANUFACTURING CO. 


816 Phillips Avenue 


Toledo 12, Ohio 


Bldg., Birmingham, Mich. 


INDUSTRY BETS A BILLION THAT PITTSBURGH IS GOING PLACES 


struction. There’s talk of flanking the Golden Triangle 


Just west of Pittsburgh, the new $26-million Greater 
Pittsburgh Airport is almost ready. New highway. . . 
million-dollar-a-mile highway . . . brings the field within 
20 minutes of the Golden Triangle. 

Eastward, the Penn-Lincoln Parkway will make the 
Pennsylvania Turnpike connection even faster than that. 
A gigantic river-rail terminal is in the survey stage. 
The PRR’s big new freight warehouse is under con- 


with vast parking garages overhanging the rivers. 
What’s behind it all? Why, one of the biggest booms 
in the nation. Industry is pouring far more than a billion 
dollars into new plants, plant modernization, plant 
expansion. Pittsburgh intends to remain a great metro- 
politan center, with constantly improving job and income 


opportunities for everyone. 


Aerial Photo—W. L. Russell 


Three city blocks long, the Administration Building of the new Greater Pittsburgh 
Airport will house a hotel, theater, restaurants, shops, post office, bank. 


To properly weigh your opportunities in Pittsburgh, you 
will consider ways of reaching customers with your 
advertising, so this information is pertinent. 

A keyed insurance-type advertisement appeared re- 
cently in the Pittsburgh newspapers. The Press delivered 


coupons at lowest cost. 


Cost-per-coupon in the other 


papers was 31% higher in one, 50% higher in the other. 

Ask your Press Representative to fill you in with 
additional data on media in the Pittsburgh Market. 
Every Scripps- Howard Representative is a Pittsburgh 


Press Representative. 


Represented by the General 
Advertising Department 
Scripps-Howard Newspapers, 
230 Park Avenue, New York 
City. Offices in Chicago, 
Cincinnati, Detroit, Fort 
Worth, Philadelphia, San 
Francisco. 


=\ ~~ 
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PRESS (evening) 

PRESS (Sunday) 
Sun-Telegraph (evening) 
Sun-Telegraph (Sunday) 
Post-Gazette (morning) 


TOTAL ADVERTISING LINES 
published in first quarter of 1950 


4,407,063 
1,896,876 
2,923,787 
1,614,012 
2,355,144 


he Pittsburgh Press 


—in City and Trade Zone Circulation—in Classified Advertising—in Retail 


Advertising —in General Advertising—in Total Advertising 
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A Return to Shop Talk 


This year’s conferences and conventions of advertising groups of 
all kinds have exhibited an interesting trend. There has been a mark- 
ed return to pure “shop talk,” as distinguished from the mine run 
type of national problem and world problem discussion which was 
the rule rather than the exception for so many years. 

The return of shop talk is, we believe, a good and healthful sign. 
And as far as we can determine, the advertising and marketing men 
and women who attend the conferences like it, too. For example, the 
Advertising Federation of America conference in Detroit was more 
nearly an advertising workshop meeting than any conference of the 
AFA in the past 20 years; the meetings were all exceptionally well 
attended, and interest in the program seemed to hit a new high. 

This return to intimate, helpful discussions of the day-to-day prob- 
lems which afflict working people in the field of marketing does not 
signify an insulation from the larger problems of national and inter- 
national affairs. It does signify, apparently, a realization that the 
first job of every citizen in these parlous times is to do his own im- 
mediate job better than it has ever been done before. 

It signifies too, we hope, a realization that the larger the problem, 
the less any individual or group can do to meet or solve it in specific 
terms; and conversely, the more intimate the problem, the more like- 
lihood that it can be faced and overcome by intelligent and honest 
effort. 

The problems facing marketing are enormous. The need to re- 
sharpen the tools and the techniques of marketing was never greater, 
and the importance of refining and improving marketing and adver- 
tising procedures was never more apparent. 

The first essential of any solution to the major problems that face 
the nation and the world is the maintenance and improvement of a 
high level of production and distribution of goods and services, with 
correspondingly high standards of living and the continuance of pros- 
perity. 

Intelligent, realistic exchange of “shop talk” in the marketing and 
advertising fields can be extremely beneficial. 


The Problems of Good Taste 


It is a happy circumstance that more and more of advertising’s 
top practitioners are giving more and more attention to the subject of 
good taste in advertising. 

The public has not yet raised any serious clamor about good taste— 
at least nothing like the excitement which developed a decade ago— 
but it can be taken for granted that voices will be raised increasingly 
if the standards of good taste, which have been sinking steadily since 
the war, are allowed to deteriorate still further. 

Perhaps now is the time when the responsible groups and indivi- 
duals in advertising ought once again to consider the development of 
an over-all code covering this vital and delicate subject—a code at 
once stringent enough to meet the issues and realistic enough so that 
it can be successfully adhered to. 

Opposed as we are to regimentation, particularly in an area as 
nebulous as this, it yet seems important that some sort of guide posts 
be set up, not for one medium or one type of medium, but for all 
advertising. In an area so nebulous, any other type of operation 
leaves so much room for individual difference of opinion that any 
effective course of action, on a concerted basis, seems almost impos- 
sible to achieve. 

Certainly the idea of developing a code of good taste deserves the 
serious consideration of the best minds in the business. We are not 
prepared to say that such a code is either desirable or practical, but 
we should like to see the subject explored carefully and fully. ¢ 

It might be a relatively easy way to save the business some very 
severe headaches. 
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—Electrical Merchandising 


“Remember those nice quiet Saturday afternoons when we used to send them 


all to the 


movies?” 


What They're Saying 


American Agencies and 
Their Effects on Britain 

The American agencies are here 
to stay, and must be accepted. No- 
body would seriously suggest to- 
day that they should be denied 
recognition or be made the sub- 
ject of legislative discrimination. 
What has happened in the past is 
a matter of history... 

The whole question is part of 
something very much bigger than 
the advertising business. American 
thought, ideas, practices, through 
films and books and business, have 
for years tended to permeate Brit- 
ish life, and the process will go 
on. Whether this is for good or ill 
is irrelevant; nothing can stop it. 

But the impact of youthful ex- 
uberance on a mature tradition 
creates a conflict, and conflict is 
in itself a stimulus. Perhaps it is 
just the stimulus needed to jolt 
British insularity, in advertising as 
in other spheres, so that Britain 
can maintain its place, commer- 
cially and culturally, in a world 
very different from that in which 
its traditions developed. 

And the conflict, so far as it 
concerns the advertising business, 
need not be a losing battle. Is it 
a coincidence that the American 
agencies longest established in 
London are those which it is hard- 
est today to recognize as Ameri- 
can? 

—From an anonymous contributed 
article discussing American agencies 


in England, in the May 4, 1950, issue 
of Advertiser’s Weekly, London. 


Advertising Method 
‘Versus’ Pricing Method 

There is little, if anything, that 
any of us can do to increase total 
consumption of distilled spirits. 
That depends on over-all eco- 
nomic and social conditions. The 
record proves that cutting price 
on liquor has never improved 
over-all sales performance. All 
that happens when we cut price 
by giving away legitimate mark- 
ups today is that we borrow to- 
morrow’s business. We do not add 
a single bottle to the industry’s 
volume... 

If I may speak for my own com- 
pany...I would like to re-em- 
phasize our deep and abiding be- 
lief in the advertising and promo- 


tion method of doing business in 
contrast with the “pricing” method 
which seeks to curry consumer fa- 
vor merely because the price is 
cheap. 

Cut-price policies always end 
up in destroying consumer con- 
fidence in the product and in the 
retailers who sell it and hence, in 
the industry itself. No one wants 
to believe that yesterday’s “bar- 
gain” really represented a loss 
to the retailer and maybe to the 
wholesaler. 

In one important market re- 
cently where a severe price war 
broke out, the price of class “A” 
whiskies declined to $1.99 a fifth. 
An industry survey of buyers 
showed that consumers actually 
believed the retailer was making 
a profit at that price, even though 
the price was below the combined 
federal and state taxes. The con- 
sumer also believed, as a result 
of this “bargain,” that the normal 
price in that market of over $4 a 
fifth represented gouging by the 
industry. 

We, at Seagram, have long ad- 
vocated that this industry must 
gear its operations to promotional 
principles designed to make fair 
profits for wholesalers, fair prof- 
its for retailers and a reasonable 
price to consumers. For that reason, 
we have aggressively advocated 
and fought for fair trade, for in- 
creased expenditures for advertis- 


ing and promotion and for em- 


phasis on a limited line of prod- 
ucts which do not tie up capital, 
but which increase the efficiency 
and economy of the distributor’s 
and retailer’s operations. 


—Victor A. Fischel, President, Sea- 
gram-Distillers Corp., before Annual 
Meeting of Wine & Spirit Whole- 
salers of America, May 16, 1950. 


The Dollar vs. Ad Costs 

It’s not reasonable to expect 
advertising media to deliver more 
customers per dollar year after 
year, because it’s not the same 
dollar any more. Complaints that 
advertising costs have increased 
from 5 to 6% over 1947, 1948 or 
1949 are really misleading; in 
terms of the real dollar they are 


going down. 
—Louis Hausman, director of sales 
promotion and advertising, CBS, in 
his current sales presentation. 


Advertising Age, June 12, 19 


Rough Picola 


“The highest rated program js 
not necessarily the most effective 
sales vehicle,” Horace Schwerin 

It will be difficult to sell that 
idea to the talent. 

7 


The radio prograrn which at. 
tracts listeners in number by 
makes few sales is in the sme 
class with the ball player vho 
sports a good batting average but 
a low RBI count. 


“Morrell & Co. opens drive on 
consumer meats,” headlines the 
world’s greatest advertising jour- 
nal. 

The makers of Red Heart don't 
want to see too much of the busi- 
ness going to the dogs. 

* 


“Anything that affects the health 
of the men’s clothing industry,” 
says a union spokesman, “affects 
the health of the Amalgamated 
Clothing Workers of America.” 

Anybody mind printing that in 
all the labor publications? 

+ 


Emily Post suggests that first- 
year wedding anniversary gifts be 
products made of plastics, and the 
idea is heartily seconded by the 
Monsanto Chemical Co. 


“Locked in the Los Angeles 
ABC city zone are more than six 
out of ten of your potential cus- 
tomers in America’s third largest 
and richest market.” 

Philadelphia will be interested 
in knowing if that’s the way 
they’re kept there. 

* 


Philadelphia families recently 
surveyed on their televiewing ha- 
bits complained because of the age 
of the movies shown on their 
screens. 

But like old wine, Hopalong 
Cassidy pictures improve with the 
years. 

« 


In actions before the FTC and 
other government agencies, Ken- 
neth Davis, an attorney, is attack- 
ing BMI as a monopoly. 

This ought to give the Ascap 
boys a chuckle. 

. 


The New Yorker’s story of 
BBDO’s struggle with television 
for Lucky Strike indicates it's 
just as hard to get a commercial 
okayed downtown as in the days 
of George Washington Hill. 


Dr. Pepper will distribute $250, 
000 in a contest requiring accumu- 
lation of a new bottle cap. They 
won’t be the same as money, bul 
almost just as good as. 

o 


Bea Adams, executive vice-pres- 
ident of Gardner Advertising Co, 
was named “advertising womai 
of the year” at the AFA conven- 
tion. 

She’s not such a simple Mrs 
Simon. 


Flip books showing action pic- 
tures are being offered as pre- 
mium items. They are just as good 
now as they were back in 1897, 
when the first ones showed Fitz 
simmons knocking out Corbett. 
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DON’T SHUT YOUR EYES TO ONE HALF...OF AMERICA’S 3°° MARKET! 


One half of the Philadelphia Market 
lives outside the city limits 


America’s 3rd Market stretches out to scores of smaller 
cities, suburbs, towns...and the rural areas in-between. 
Get the whole rich market—including city zone cover- 
age in full intensity. Schedule THE INQUIRER today! 


INQUIRER GIVES INTENSE COVERAGE IN 
THE CITY AS WELL AS THE SUBURBAN AREA! 


The Philadelphia Mnguirer 


* Exclusive Advertising Representatives: 
TED W. LORD, Empire State Bidg., N.Y.C., Longacre 5-5232; ROBERT R. BECK, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DiX, Penobscot Bidg., Detroit, Woodward 5-7260 
West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 * 1127 Wilshire Boulevard, Los Angeles, Michigan 0578 
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This is 
the Media Director who put his 
client on the trail that leads to 
sales to 1,000,000* MEN who read 


and own The Elks Magazine. 
* Dec. 1949 ABC statement— 


1: ieee 


The 


bonus over guaranteed 850,000 
on which current rates are based. 


YOU'LL SELL IT... 
IF YOU TELL IT IN 


New York 
Los Angeles 


Chicago + Detroit 
Seattle 


928,010 circulation—a substantial 


‘The Lion’ Publishes 
Folder of Figures 
on Lions Members 


Cuicaco—The Lion magazine 
has issued a four-page folder con- 
taining some vital statistics on 
Lions members. 

In the ownership category, the 
folder reveals that 34% of the 
members own their own business; 
61% own homes and each Lion 
owns an average of 1% cars. About 
two-thirds of the members fall 
in the $3,000-$7,500 per year in- 
come bracket. 

The percentage of Lions who 
buy various types of office equip- 
ment is: Typewriters, 54%; office 
furniture, 44%; business machines, 
49%; and office lighting equip- 
ment, 31%. 

Copies of the folder may be se- 
cured by writing The Lion, 332 S. 
Michigan Ave., Chicago 4. 


House Organ Marks 25th Year 


A special June issue marks the 
25th anniversary of “Heat En- 
gineering,” a magazine published 
monthly by the Foster Wheeler 
Corp., New York, for general trade 
distribution and classroom in- 
struction in 100 colleges. The mag- 
azine has a circulation of 16,000 
and its current issue has been 
completely redesigned. It pre- 
sents highlights of the past quar- 
ter century in heat engineering 
with emphasis on unusual instal- 
lations. J. M. West is director of 
public relations of the corporation 
and Albert Frank-Guenther Law 
is the agency. 


Penthouse Adds Enfield 


Penthouse Studios, New York, 
has added Harry Enfield, who for- 
merly operated his own studio, to 


the sales staff. 


ONLY ONE STATION COVERS 


THE SOUTH BEND MARKET — 
AND WHAT A MARKET! 


Right! Only WSBT covers the great 

South Bend market. No other station, Chicago 
or elsewhere, even comes close. Look at the 
latest Hooper — look at any Hooper — 

for eloquent proof. 


The South Bend market is far-reaching, 
prosperous, and growing faz:. Its heart is two 
adjoining cities — South Bend and Mishawaka — 
with a combined population of 157,000. 

Total population of the entire South Bend 
market is over half-a-million. Total retail sales 
in 1948 exceeded half-a-bil/lion dollars! 

The rest of WSBT’s primary area gives you 
another million people who spent 911 million 
dollars in retail purchases in 1948, 


You must cover the South Bend market. You 
do cover it with WSBT~—and only with WSBT. 
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June graduates who aspire to careers in advertising could do 
themselves some good by reading a little booklet called “Opportuni- 
ities in Advertising,” written by Arthur F. Marquette, partner in 
Sherman & Marquette, Chicago. It is a reprint of an article in the 
May issue of “Magazine of Sigma Chi.” .. 

Off to Europe on her first long holiday is Charlotte Smith, produc- 
tion manager for a trio of Miller-Freeman publications in San Fran- 
cisco. She’s a sister of Mel Smith of the Portland, Ore., office of 
West-Holliday... J. M. Hickerson, New York agency head, Mrs, 
Hickerson and their two daughters flew to Iowa May 29 to attend 
Mr. Hickerson’s mother’s 70th birthday party and family reunion 
in Mt. Ayr... 


CRISIS—Bill Pensyl (center), copy chief of Ketchum, Macleod & Grove, has a bad 
moment as client's steamboat, Jones & Laughlin Steel Corp.'s “Titan,” falls behind 
Carnegie-Illinois’ “Homestead,” winner of the annual steamboat race that climaxed 
Pittsburgh Welcome Week events. The agency’s staff members and their families are 
watching the proceedings from a private car of a special observation train. 


John H. Norton Jr., v.p. in charge of ABC’s central division, and 
Mrs. Norton are on an automobile trip that will take them through 
the South and Southeast and wind up in New York at the end of 
this month... Wayne Bagley, art director of Mac Wilkins, Cole & 
Weber, Portland, Ore., and his wife left by Stratocruiser for three 
weeks’ vacation in Hawaii... 

A gold watch signifying 25 years’ service was presented to Wil- 
liam G. Shanks, assistant director of public relations of Kraft Foods 
Co., at a luncheon in his honor May 31 in Chicago. John H. Platt, 
v.p. in charge of advertising and public relations, did the honors... 
It’s Dr. Browne, now, for Burton Browne, Chicago agency man and 
publisher of the annual book titled “Best National Advertising of the 
Year.” He has been awarded the honorary degree of Doctor of Sci- 
ence in Business Administration by the University of Hollywood... 

Harvey Conover, president of Conover-Mast Publications, was at 
the wheel of the Revenoc, his sailboat, during a two-day race from 
Larchmont, N. Y., around Block Island to Port Jefferson. The 
Revenoc came in "second after senaeenneniaies light breezes and a 
heavy fog.. 


ROY’S BOYS—With the season’s first game safe in their collective pocket, the Ross 

Roy Rovers are out to defend the championship of the Detroit Graphic Arts Softball 

League which they won last year. In the front row are (left to right) Bill Larivee, 

Claude May, Dick Russell, Bob Roy, Frank Blaney and Tom Moore. Standing: Norm 

Mousseau, Chuck Jacobs, Bob Dearth, Manager George Macier, Jack Thornhill, Bob 
Mesmer, Jim Steinke and Lloyd Loring. 


Henry G. Lord, vice-president and chairman of the finance com- 
mittee of McGraw-Hill Publishing Co., celebrated his 85th anniver- 
sary with a luncheon party given by McGraw-Hill executives in his 
honor May 30. Mr. Lord was the first publisher of Textile World 
in the firm of Bragdon, Lord & Nagle before it was merged with 
McGraw-Hill... 

George H. Rinehart, son of Stanley Marshall Rinehart Jr., presi- 
dent of Rinehart & Co., will marry Sharon Kerley Bonner in St. 
Thomas Church, New York, June 16. They will spend their honey- 
moon in Bermuda... 

Lee Hastings Bristol Jr., a program director with the television 
section of National Broadcasting Co., and Louise Baber Wells ex- 
changed wedding vows May 20 in All Saints Episcopal Church, 
Bay Head, N. J. Mr. Bristol’s grandfather was co-founder of Bristol- 
Myers Co., which his father now heads as president. . . 

Manuel Marcelino Mortola, manager of J. Walter Thompson Co.’s 
Buenos Aires office, and John Humphries, an account executive 
in the agency’s Bombay office, are visiting the home office in New 
York. They will be in this country until the middle of June... 

Joe Leigh, chairman of Einson-Freeman, and Larry Engel, pres- 
ident, passed each other in the middle of the Atlantic recently when 
both were on the opposite ends of their vacations. Albert Hailparn, 
executive vice-president, is taking no “passing chances” by de- 
ferring his European tour until early autumn... 
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the vocabulary 
attend J 
eunion 


of advertising art 


number 21: 


line and photography 


Everett McNear demonstrates on this page how to 


combine photography and line drawing to produce 


striking effects. Notice how the line drawing is de- 


} a bad 

| behind p , 
‘limaxed veloped from the subject of the photograph (which 
ilies are 

rain. was taken by the artist) to amplify and dramatize 
n, and 

1rough the picture story. The texture of the photograph and 
end of 

Sole & P : ; 

 thees the various geometric elements are organized to create 
o Wil- a dynamically balanced design. To paraphrase a fa- 
Foods 

, Platt, , 

ors . . mous advertising slogan, when better techniques of 
an and 

bya advertising art are developed, C M & H will reproduce 
rood. . 

was at them. Artists, art directors and production men from 
e from 

1. The ; 

and a coast to coast have long made it a rule to send us 


their hard-to-reproduce copy. 
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“The Saturday Evening 
Outstanding Success!" 


— says G. B. BURRUS, President, Peoples Drug Stores, Inc. 


141-store promotion shows how the tremendous 
impact of The Saturday Evening Post plus the 
promotion know-how of a leading drug chain. 
can work together to increase store traffic 
and boost sales of Post Recognized Values. 


For seventeen days the entire chain of 141 Peoples drug 
stores plugged into the terrific selling power generated each 
week by The Saturday Evening Post. And, as usual, sales and 
store traffic went up, up, up—“‘beyond expectations” accord- 
ing to Peoples executives. It happens again and again. In 
every neighborhood, in every community, retail operators 
have found that the surest way to fatten profits is to get 
behind and push Post Recognized Values — those high- 
quality, high-demand items advertised in the Post. On these 
pages is the full story of the Peoples-Post promotion. Similar 
promotions will shortly be conducted by the Katz stores in 
Kansas City, Dow in Cincinnati, and Skillern in Dallas. B. BUI 
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Shortly before the promotion began, key exec- To spread the news that Peoples was head- Here’s a typical window display showing he 
7 utives and managers of the Peoples drug stores quarters for Post Recognized Values, this Peoples stores took advantage of the Pa 
@ sat down with representatives of The Saturday ® eight-page advertisement appeared in the @ display material to catch the eyes of wind 


Evening Post at a “briefing” dinner. Here, the whole | Washington Evening Star during the promotion. In shoppers. This carefully planned material includ 
program of the promotion was outlined and ex- it, all Post-advertised items—already pre-sold in medallions, ribbons, showcards, signs, banners 
plained in detail. millions of Post homes — were displayed and priced. tie-in price tags. 
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In the minds of millions of American families the fact 
that a product is advertised in The Saturday Evening 
Post adds an extra something to it—a value above and 
beyond the intrinsic qualities of the product itself. 
This extra something is consumer confidence. And, call 
it an intangible if you will, this powerful little plus is 
what really determines the success or failure of any 
product at the point of sale. Post-advertised products 
inspire this precious confidence because of the high 
standards of the magazine. For evidence, consider the 
findings of a recent survey. Readers of four leading 
weekly magazines said they believe the Post to be more 
reliable . . . have more confidence in Post-advertised 
products . . . pay more attention to the Post adver- 
tising pages. Is it any wonder, then, that Post 
Recognized Values pay off so handsomely at the point 
of sale? 


B. BURRUS, President of _ 
eoples Drug Stores, Inc. 


-brings people to the 
point of buying - at 
the point of sale 


Recognized Values throughout the interiors feature Post-advertised items. They were also 
© of the stores. Special stands displaying Post- supplied with badges reading, “We recom- 
ivertised items, overhead banners, point-of-sale § mend Post Recognized Values.” You can see that all 
nsets, string tags and tie-in price tags were used to four major promotion fronts were covered: advertis- 
rect customers to the point of sale. ing, windows, counter displays and clerk support. 


Every advantage was taken to promote Post 5. Sales personnel were carefully coached to 
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Brand & Millen to Handle 
Crosley Radio and TV Sets 


Brand & Millen Ltd., Long 
Branch, Ont., has signed a ten-year 
contract with the Crosley division 
of Avco Mfg. Corp., Cincinnati, ac- 
quiring exclusive Canadian manu- 
facturing and distribution rights 
on the complete line of Crosley 
radio and television receiving sets. 
An affiliate company of Brand 
& Millen, to be known as Cross 
Country Television Ltd., has been 
organized to market Crosley radio 
and TV products across Canada. 


Moffats Ltd., Weston, Ont., will 
continue to manufacture and dis- 
tribute Crosley Shelvador refrig- 
erators and home freezers in Can- 
ada. 


East Asiatic Starts Drive 


Frigonal, a corned beef imported 
from Uruguay by the East Asiatic 
Co., Vancouver, is being promoted 
in daily newspapers stressing econ- 
omy in the face of rising fresh 
meat costs. O’Brien Advertising, 
Vancouver, is handling the pro- 
motion. 


WREN 


The hight Sot in 
TOPEKA KANSAS 


WEEO 


& COMPANY 


Horton Retires as Partner 
in Horton-Noyes Agency 

Elmer S. Horton has retired as 
a partner in Horton-Noyes Co. 
Providence, R. I., agency, after 35 
years in the advertising business. 
In 1921 he formed the Larchar- 
Horton Co. with William Larchar. 
Following Mr. Larchar’s death in 
1939, the name of the agency was 
changed to Horton-Noyes Co. Hor- 
ton-Noyes will be continued by the 
three remaining partners, Freder- 
ick C. Noyes, C. Darrell Prutz- 
man and Carroll H. Rickard. Mr. 
Horton will continue to serve the 


agency in a consulting capacity. 


Lowe Bros. Appoints Van Zant 


Lowe Brothers Co., Toronto, 
paint and varnish manufacturer, 
has appointed Harry H. Van Zant, 
manager of the industrial sales di- 
vision, as sales manager. 


‘American Legion’ Moves 

American Legion Magazine, New 
York, has moved from 1 Park 
Ave. to 580 5th Ave. 


advertising Age, June > 


Ladies’ Day 

e@ THE page for the homemaker 
has become something of an in- 
stitution in the journals manage- 
ment distributes to its employes. 
These bright departments provide 
recipes for the little woman at the 
stove, and directions for crocheting 
doilies for the headrests of chairs, 
against which the Old Man may 
dissipate the grime of the day’s 
toil. 

Male industrial editors, who 
rarely underestimate the power of 
a woman but who operate in some 
doubt as to her reading prefer- 
ences, have access to many free 
editorial services. It is therefore a 


Shopping Center of a 
Balanced $449,000,000 Market 


, 


Canton — Shopping Center for 
a Balanced $449,000,000 Market 


Canton, Ohio is a busy, year ’round market for all 
the things families eat up, use up, wear out. For 
example, Canton families: 
—Eat 43% more food* 

—Use 22% more drugs* 
—Use up to 38.7% more soap* 
—than the national average or comparable market. 
The above average income ($5,459 per family in 
Canton; $5,068 in Stark County*) is stabilized by 


over 200 diversified industries and the crops from 
Ohio’s most thickly populated farm area. 


Such ability to buy is worth key market consideration 
for the Repository in setting up your newspaper list. 


And remember — no nearby metropolitan newspaper 
begins to give you merchandisable coverage of this 
rich market. You can’t do it without the Repository. 


100% coverage of a one-newspaper market. 


99.3% carrier delivered. 


*Sales Management Survey 
of Buying Power, 1949. 
*Based on Report by Market 
Surveys, Inc., Chicago. 


A Brush-Moore Newspaper 


Represented Nationally by Story, Brooks and Finley 


Employe Communications 


How to Win Friends Among Your Workers 
By Rosert NEwcoms and Marc SAMMONS 


simple matter for the editor to se- 
lect a column or so of recipes and 
helpful household hints, and to@ 
garnish the whole business with 
some Hollywood leg art. Too few 
industrial editors rustle about® 
among their own constituents, to 
dig up local material on employes’ 

families and to feature the people 

the publisher of the journal is anx-} 
ious to reach. ‘ 


e Because the labor press appears 7 
to have met with some moderate 
success in influencing people, it 7 
might prove interesting to glance 7 
at a woman’s column in a labor 
paper, selected at random. This 
column is called “For Women 
Only,” and it is a syndicated de- 
partment written by one Polly Edi- 
son. The column before us has no 
art of any kind; that the editor 
considers the column important, 
however, is evidenced by the fact 
that it appears smack on Page 1 
and carries over. 

The lady columnist wastes no 
time in coming to the point. The 
opening broadside discusses the 
political activities of three national 
women’s groups. It commends one 
for its zeal in investigating the 
structure of the international trade 
organization. The women’s division 
of the Democratic National Com- 
mittee is hailed for its stimulation 
of public interest in the Brannan 
plan and national health insurance 
—the committee is issuing mimeo- 
graphed textbooks on these sub- 
jects, and the one on health insur- 
ance runs ninety fat pages. Posies 
are distributed in the direction of 
all who, in the author’s opinion, 
appear to be thinking right politi- 
cally. 


e Columnist Edison tosses in a 
miniscule filler, and is then off 
again on the topics of social secur- 
ity, women. in jury service, and 
the virtues of the Marshall Plan. 
In what amounts to more than a 
full newspaper column there isn’t 
a recipe for cookies, or a single di- 
rection for embroidering a guest 
towel. The departmentalist talks 
politics. 

While the management press 
continues to shout lustily of the 
freedoms and the grandeur that is 
America, the labor press puts even 
its homemaker columns to work 
in the interest of knocking off a 
few votes next November. 


Research Group Reelects 


H. H. Rimmer, advertising man- 
ager of Canadian General Electric 
Co., Toronto, has been reelected 
chairman of the Canadian Adver- 
tising Research Foundation. Mark 
Napier, J. Walter Thompson Co., 
has been reelected vice-chairman. 


Gray Joins ‘Finance’ 


Fred H. Gray, formerly with 
J. Walter Thompson Co., Chicago, 
has joined Finance, Chicago, in 
the advertising department. 


27> Pra rernne_] 
“CONFIDENTIALLY TONY. IVE @cT TO PUT Some NEW 
UFE INTO MY PUBLICATION I” 


CARTOONS 
FOR HOUSE ORGANS 
WRITE FOR NEW DIFFERENT TYPE CARTOON 
SERVICE AT LOW RATES. 
ALSO ORIGINAL PENCIL SKETCHES 
SUBMITTED WITHOUT OBLIGATION. 


ADVERTISING CARTOONS 
LET ME WORK WITH YOU ON IDEAS AND 
CARTOONS FOR ADVERTISING PROGRAMS. 
1 FREE LANCE TO SOME OF THE LARGEST. 
SEND FOR PROOFS. 


Cartoonist for leading business publications 


for over 20 
J. A. PATTERSON 


years. 
M.O. BOX 227 DEPT. A 
SPRINGFIELD, mo. 
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NEW SUBSCRIPTION ORDER FORM 


Please enter my Advertising Age subscription for 


(1) 1 ¥r. at $3 ( 52 issues) 
() 2 Yrs. at $5 (104 issues) 
(] 3 Yrs. at $6 (156 issues) 


[] Payment enclosed 
[) Bill me 
{) Bill my firm 


Tiree. 


NAME 


Fiam 


Business. 


STREET 


Crry 


But send my weekly copies to 


Home Appress 
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Does your advertising help your 
by Southern Wholesalers ? 


“The growth of the rural South has charted the progress of our 
Company for 78 years. Today this great farm market accounts for 
60% of our sales. We are keenly interested in the kind of advertis- 
ing support manufacturers provide in this market. That’s why we 
always choose The Progressive Farmer as our favorite advertising 
medium for influencing sales.”’ 


LEWIS McMAHON, V. P. & Sales Mgr. 
Huey & Philp Hardware Company, Dallas, Texas 


“A new era is indicated for the South. Agriculture is our larg- 
est business. Climatic advantages, improved farming methods, 
crop diversification, more livestock on farms, the use of farm 
machinery, increased capital resources and the widespread estab- 
lishment of industry are all contributing to a sounder, better-bal- 
anced economic base for the South.”’ 


WILLIAM A. PARKER, President 
Beck & Gregg Hardware Company, Atlanta, Georgia 


“Our rural sales have increased tre- 
mendously in recent years. This is par- 
ticularly true of products advertised in 
The Progressive Farmer. Because of the 
enormous growth of the South’s cash 
farm income during the last decade, farm 
families now have money to buy the 
thousands of items we sell through our 
eight distributing houses here in the 
Mid-South.” 


R. R. MEADOWS, V. P. & Gen. Mgr. 
LEO R. JALENAK, Treasurer 
Mills-Morris Company, Memphis, Tenn. 


Thousands of Southern wholesalers and retailers were asked by an 
independent research agency to choose the farm magazine with greatest 
advertising influence in their trade territories. 


The Progressive Farmer was awarded almost as many 

first choices as the next five magazines combined— 

leading the second magazine by nearly 3 to 1. 
Leading advertisers know that more Southern farm families read more 
advertising in The Progressive Farmer than in any other publication. 
That’s why The Progressive Farmer’s January-May gain in advertising 
linage exceeds the total gain of all other monthly farm magazines combined. 


The South Subscribes to The Progressive Farmer 


Advertising Offices: BIRMINGHAM, RALEIGH [| 
MEMPHIS, DALLAS, NEW YORK, CHICAGO | 
Pacific Coast: Edward S. Townsend Co.,San Francisco,losAngeles & 
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General Cigar Buys TV Reel 


General Cigar Co., New York, 
has bought “Top Views in Sports,” 
weekly sports newsreel produced 
by All-American News Inc., for 
United Artists-TV release, and 
will sponsor the program over 
WENR-TV, ABC’s TV outlet in 
Chicago, Friday nights at 8:15 
p.m., CDST, featuring Van Dyck 
cigars. “Top Views” is now sold 
commercially in 44 different tele- 
vision outlets around the country. 
Federal Advertising Agency, New 
York, handles the Van Dyck ac- 
count. 


Jewelers Club Uses 8-Page Ad 

An eight-page jewelry section, 
to emphasize June as the month of 
gifts, was published in the Seattle 
Times May 26 under sponsorship 
of the Seattle Jewelers Club. Space 
was taken by 30 jewelry stores, 
buying at their own contract 
rates. 


F&S&R Advances Adams 

Fuller & Smith & Ross, Chicago, 
has promoted Connie Adams Jr., 
formerly assistant production man- 
ager, to director of mechanical 
production. 


8x10 genuine glossy photos 


in quantities 


FOR ALL PURPOSES 


Shorp. cleor crisp! Prompt. Delivery’ 


PHOTO- 
MATIC CO. 


Ph: WH itehall 4-2930 
53-59 E. Illinois St. 
Chicago 11, lilinois 
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Cocoa Marsh to Tracy, Kent 


Taylor-Reed Corp., Glenbrook, 
Conn., has appointed Tracy, Kent 
& Co., New York, to handle TV, 
newspaper and magazine adver- 
tising of Cocoa Marsh, chocolate 
flavored syrup. St. Georges & 
Keyes, New York, formerly had 
the account. Tracy, Kent & Co. also 
handles Q-T frosting and Q-T pie 
crust, made by Taylor-Reed; and 
the Chin Lee line of Chinese foods 
for which Taylor-Reed is national 
distributor. 


Air Cruisers to Wehner 


Air Cruisers Co., Clifton, N. J., 
manufacturer of inflatable prod- 
ucts for aviation and industrial 
use, has placed its advertising with 
Wehner Advertising Service, New- 
ark. : 


Marek Joins ‘U. S. News’ 


Walter E. Marek, formerly with 
Nation’s Business, has joined the 


INTERNATIONAL—Carroll Rheinstrom (right), president of Macfadden Publications 
International, stands in the sun in Stuttgart with Kurt Mair, publisher of the German 
edition of True Story, and Mrs. Mair. 
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HOLLYWOOD TOUC 


FILM STARS, movie stories and Hollywood produc— 
tion techniques have been in short supply on 


the television screens. 


A step towards remedy-— 


ing this situation is "Robert Montgomery Presents 
—-Your Lucky Strike Theatre" (alternate Mondays, 
NBC-TV). Show features film stars in stories the 
movies have made famous. Montgomery's ingenuity in 
production and camera techniques has full scope. 
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MUTUAL BENEFITS 


"AMERICA BUYS to sell." 
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In its current magazine 


campaign, The National City Bank of New York 
points out the mutual benefits of foreign trade. 
Featuring color photographs of principal U.S. 
exports to, and imports from, countries in which 
National City has branches, advertisements like 
this have led many exporters and importers to 
use the services of the Bank's Overseas Division. 


NEW YORK * BOSTON * BUFFALO * 
CHICAGO * MINNEAPOLIS + 


SHORT FORM 


BATTEN, BARTON, DURSTINE & OSBORN, Inc. 

Advertising 
PITTSBURGH * CLEVELAND * 
SAN FRANCISCO * HOLLYWOOD + 


DETROIT 
LOS ANGELES 


AMERICAN RADIATOR & Standard Sanitary Corporation 
is the largest manufacturer in its field. 


also has the longest name. 


It 


These ads prepared by 


BBDO Pittsburgh stress a short form of the name 


that's easier to remember. 


Now in their second 


year, they have secured quick recognition for 
"American—Standard," strong association of name 
with products, and increasing preference for them. 
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THE CALIFORNIA OIL Company has built distribution 
for "'Calso'—-the new big name in gasoline" at a 
pace considered phenomenal by the oil industry. 
Theme of its first comprehensive promotion is 


the "full tank test." 


Though a distributor co-op 


program and confined to eastern states, the cam—- 
paign is big time, with newspaper, outdoor, TV, 
radio and station materials, all BBDO-prepared. 
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Find News Programs 
Costly, Hard to Sell 


Mr1ami—tTelevision ‘stations a 
not doing an adequate job of givin 
their viewers the news, accordin 
to a recent survey by Ralph A 
Renick, news editor, WTVJ-TV 
Miami. About half of 71 station 
replying to questionnaires repo 
they are losing money on new 
programs and find them less sala 
ble than other TV shows. 

Mr. Renick’s 19-page report 
“News on Television,” resultin 
from a year’s study under a Kal 
tenborn Foundation grant, show 
that automobile dealers are th 
chief sponsors of TV news shows 
The dealers back 21% of the pro 
grams. 

Seventy-five per cent of th 


news duties. Most generally, T 
news preparation is the duty 
either of affiliated AM news per 
sonnel or of staff announcers. 


a The programs will continue t 
suffer, Mr. Renick said, becaus 
most of the stations do not con 
sider the value of a good new 
show worth the cost of produc 
tion, 

As a solution to the problem 
two-fifths of the stations agre 
that cost of production must be 
brought down, three out of ten 
want faster film coverage of 
events, and one-fourth want more 
complete film coverage and more 
visual material in the studio. 


Gilbert Launches Agency 

Richard L. Gilbert, last wit 
Griffin Appel Associates, ha 
opened his own office as Gilbert 
Advertising Agency in New Yor 
at 101 W. 31st St. Mr. Gilbert will 
have Robert Stoller, formerly 
Hirshon-Garfield, as art director, 
and Dorothy Cross, previously wit 
Griffin Appel Associates, as pro- 
duction chief. 


Florida Broadcasters Elect 


Maj. Garland Powell, of WRUF, 
Gainesville, has been elected pres- 
ident of the Florida Association 
of Broadcasters. Other officers 
are: Tom Watson Jr., WSWN, 
Belle Glade, 1st vice-president; S. 
W. Ward, WLAK, Lakeland, 2nd 
vice-president, and Tom _ Gil- 
christ, WTMC, Ocala, secretary- 
treasurer. 


Florida Newspaper Men Elect 


The Florida Daily Newspaper 
Advertising Association has elected 
Dewey Murphy, Fort Myers News- 
Press, as president. Sam Calloway, 
Florida Times-Union, Jacksonville, 
has been named Ist vice-president, 
and Jim Banta, Tallahassee Demo- 
crat, 2nd vice-president. 


Names Mogge-Privett Agency 

American Fruit Growers Inc. 
Los Angeles, marketer of Blue 
Goose fresh and frozen fruits and 
vegetables, has appointed Mogge- 
Privett, Los Angeles, to handle its 
advertising. Davis & Co., Los An- 
geles, formerly handled the ac- 
count. 
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THE LEADERS— 


who influence the 


— 


course of American 
tions 


thought and action. 


BEST CUSTOMERS AND 


BEST PROSPECTS FOR 


PRACTICALLY EVERYTHING 
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BEST DRUG STORE CUSTOMERS, 
AMERICA,S TOP ENGINEERS 
BETTER GROCERY STORE cys 
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Record Dealers and 
Jobbers Indicted on 
‘ Price-Fixing Charge 


PHILADELPHIA—A trade group of 
phonograph record dealers, eight 
retailers and four distributors were 
indicted here on June 2 by a fed- 
eral grand jury on charges of 
price-fixing and violations of 

‘other anti-trust laws. 

The indictment charged the Rec- 
ord Dealers Association with 
eliminating competition in the 
phonograph record business 
through a system of policing which 
included boycotting, blacklisting, 
litigation and threats of legal ac- 


om 6«tion. 
Si Distributors named: Raymond 


7 Rosen & Co., distributor for RCA 
= Victor; Capitol Records Distribu- 
ting Corp., Philadelphia and Hol- 
lywood; Stuart F. Louchheim Co., 
and the Decca Distributing Corp., 
Philadelphia and New York. 
William L. Maher, special as- 
sistant to Attorney General J. 
Howard McGrath, said the activi- 
ties charged to the group forced 
higher prices in this area. There 
is no indication here that similar 
action will be taken in other areas. 
“The important part of the con- 
spiracy to achieve uniform prices,” 


ce he said, “was the subversion and 
er misuse of resale price maintenance 
a contracts through a scheme for the 


collusive adoption and enforce- 
ment of such contracts.” 

The grand jury had been hear- 
ing evidence for more than a 
month. 


Appoints Paul Hurley 


Paul C. Hurley Jr., formerly 
district sales manager and mer- 
chandising manager of the Penn- 
4 sylvania Salt Mfg. Co., Philadel- 
oes phia, and more recently an assis- 
tant to the vice-president in charge 
of sales, has been appointed head 
of the newly created sales promo- 
tion department of the ‘company. 
As head of this department, he will 
be in charge of advertising, pro- 
motion, research and salesmen 
training. 


Des Moines Adclub Elects 


Robert H. Harter, regional sales 
representative of Station WHO, 
has been elected president of the 
Advertising Club of Des Moines. 
: J. Woody Beard, Des Moines Reg- 
=i ister and Tribune, has been named 
vice-president in charge of pro- 
grams and John Henry Schweiker, 
Station WHO, vice-president in 
charge of publicity. E. S. Kinney 
has been reelected secretary-treas- 
urer. 


Joins Brisacher, Wheeler 


Charles Schafer, formerly sales 
promotion manager of Crosley Dis- 
tributing Corp., New York, has 
been named director of public re- 
lations and sales promotion of 
Brisacher, Wheeler & Staff in San 
Francisco, New York and Los An- 
geles. 


NEW JERSEY'S FOURTH LARGEST MARKET 


EATS WELL 


Food Advertisers: — Bayonne folk 

spend *292.00 annually for Food — 

$78.00 MORE than the national aver- 

age . . . Get your share of this 40%, 

better-than-average market and re- 
member... 

Bayonne - -- CANNOT BE SOLD 

FROM THE OUTSIDE 

* Source —Sales Management 

Send for the TIMES Market Data Book 
THE BAYONNE TIMES 


NATIONALLY REPRESENTED BY 
BOGNER & MARTIN 
295 Madison Ave., M. Y. + 228M. LaSalle St., Chicage 


La-Z-Boy Chair to Hahn 


Marvin Hahn Advertising Co., 
Detroit, has been retained to han- 
dle the advertising of La-Z-Boy 
Chair Co., Monroe, Mich. Maga- 
zines, newspapers and television 
will be used. 


Buckley Agency Moves 


Earl A. Buckley Organization, 
Philadelphia, has changed its name 
to the Buckley Organization and 
at the same time has moved to 
larger quarters in the Lincoln- 
Liberty Bldg. 


| Witt Heads L. A. Branch 


Harry W. Witt, formerly assist- 
ant general manager of CBS’ Paci- 
fic Coast operations, has been 
named head of the Los Angeles 
office of Calkins & Holden, Car- 
lock, McClinton & Smith, which 
was opened June l. 


Sampers Joins Horton-Noyes 


Edward Sarmpers, who for the 
past three years operated his own 
agency in New England, has joined 
Horton-Noyes Co., Providence, R. 
I., agency. 


Joins Cramer-Krasselt 

Ken Hegard, formerly publici- 
ty director of Goodwill Industries, 
Milwaukee, and before that with 
WFOX and WTMJ, has _ been 
named _ radio-television account 
executive of Cramer-Krasselt, Mil- 
waukee agency. 


Schuepbach Joins Gartield 


Jerry Schuepbach, formerly ac- 
count executive of Jim Baker As- 
sociates, Milwaukee, has joined 
Garfield & Guild, San Francisco, 
as an account executive. 


o~ 
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Wynn Oil Appoints BBDO Two 
Batten, Barton, Durstine & Os- Bi 
born, Los Angeles, has been ap- of St 
pointed to direct the advertising jum! 
of Wynn Oil Co., Azusa, Cal. The fori 
account was formerly handled by s. C 
J. T. Crossley Co., Los Angeles. staff 
bia. 

Evans Joins ‘Gazette’ 

John F. Evans, formerly with Two 
W. H. Austin & Co., Toronto, pub- Tu 
lishers’ representative, has joined and 
the advertising department in the York 
Toronto office of the Montreal Ga- nam‘ 
zette. | York 


the Carriage Trade rides 


It used to be the steel kings . . . the rail 
magnates ... the financiers. They were the car- 


riage trade. 


But all that is changed. There’s a new wealthy 


class today, born of years and years of unprece- 
dented earnings. The American Farmer. 


This class, too, has its “400,” its quality fam- 
ilies. Except that now the 400 are hundreds of 
thousands—the upper-crust Mid-America farm 
families that subscribe to Capper’s Farmer. 


Their earnings are highest of the high ($11,500 
a year at last report). Dealers and bankers rate 
them first. The U.S. Census Bureau* finds they 
own far more land, far more equipment, far more 
ofeverything than even their wealthy farm neigh- 
bors! Clearly they can buy far more from you. 


Here is your carriage trade, your Quality 
Circulation—just one of ten advantages you get 
when you advertise in Capper’s Farmer! 


*In a study financed by Capper’s Farmer 


appers Farmer 


Topeka, Kansas 


a. | 


} 


"Se 


4. Quality circulation 


3. Best coverage buy 


5. No mass small town circulation 


capper’s rarmer’s BIG 10 


1. Largest rural publisher in America 
2. Richest farm market in the world 
8. Merchandised editorial content 
9. Market dominated by farmers 


6. Farm-tested editorial material 


7. Reader confidence 


10. Most quoted farm magazine 
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“two Join WIS and WIS-FM 


Bill Bochman, formerly manager 
of Stations WCOS and WKIX, Co- 
jumbia, S. C., and Russ McElwee, 
formerly with WCRS, Greenwood, 
Ss. C., have joined the local sales 
staff of WIS and WIS-FM, Colum- 
bia. 


Two Appoint Spier Agency 
Tudor Publishing Co., New York, 
and B. C. Forbes & Sons, New 
York, both book erage have 
named Franklin Spier Inc., New 
York, to handle their advertising. 


Transfers Armstrong 

W. F. Armstrong Jr. has been 
transferred from the Los Angeles 
office to the Chicago office of 
Campbell-Ewald Co. He will su- 
pervise Chevrolet activities for the 
agency throughout the Great Lakes 
region. 


Ungar Appoints Swaney 

Morris F. Swaney Inc., Chicago, 
has been named to direct the ad- 
vertising and sales promotion pro- 
gram of Ungar Packing Co., Gir- 
ard, 


Fairbanks Develops 35mm Method for TV; 
Working on 22-Minute Magazine for Film 


Ho.ttywoop—Perfection of a 
new 35mm multiple camera pro- 
cess designed and engineered for 
both television and theatrical film- 
ing has been announced by pro- 
ducer Jerry Fairbanks. The new 
35mm method is similar to the 
16mm Multicam process now being 
used to film “Silver Theater” and 
other television programs at Jerry 


Fairbanks Productions here. 

As with the Fairbanks’ 16mm 
process, the 35mm technique per- 
mits a picture to be photographed 
in continuous action, including cuts 
from one camera to another. Three 
or more cameras can operate si- 
multaneously, filming three or 
more different angles of a scene 
and getting long, medium and 


Tractors now: 


/ 


close-up shots at the same time. 

Now under way is work on the 
development of a 2,000’ magazine 
for the filming of audience partici- 
pation shows. When completed, 
each camera will be able to film 
continuously for 22 minutes. As 
the three cameras are not used 
constantly during an average 
shooting, the larger magazine is 
intended to make it possible to 
film some 30-minute shows with- 
out halting to reload. 


Dr. Love Heads Judges 
for Direct Mail Contest 


Dr. Robert A. Love, director of 
the evening and extension divi- 
sion, City College of New York, 
has been appointed chairman of 
the board of judges of the 1950 
direct mail advertising contest 
held by the Direct Mail Advertis- 
ing Association, New York. The 
annual competition, now in its 
22nd year, is open to all types of 
direct mail advertising produced 
between Sept. 1 of the preceding 
year and Aug. 31 of the current 
year in any part of the U. S. and 
Canada without restrictions. Win- 
ners will be announced at the 
DMAA convention in New York 
in October. 

Judges on the committee in- 
clude: Charles McDonough, pub- 
licity manager of Combustion 
Engineering-Superheater Ince., 
who is also vice-president. of 
Combustion Publishing Co.; Earle 
A. Buckley, president, Earle A. 
Buckley Organization; Francis De- 
Witt Pratt, circulation director of 
Time Inc.; and Richard Messner, 
e-onnee of E. E. Brogle & 

0. 


Colorado United Names Kostka 
William Kostka, public rela- 
tions specialist and general man- 
ager of McGruder, Bakewell & 
Kostka, Denver advertising agency, 
has been named executive secre- 
tary of Colorado United, which 
represents all phases of the alcohol- 
ic beverage industry in Colorado. 
George White will continue to be 
in charge of the office and as field 
representative of the organization. 


Bourjois Elects Dahl 


Bourjois Inc., New York, per- 
fume manufacturer, has elected 
Norman F. Dahl, formerly a vice- 
president, as president, succeed- 
ing Paul H. Douglas. Mr. Doug- 
las has resigned the presidency 
due to ill health, but will continue 
with the company as a general ad- 
viser. 


VICKS INHALER 


The New Brighter Whiter FALPACO 
is preferred 
for Finest Reproduction Qualities 


Since the introduction of the new, 
brighter white Falpaco Coated 
Blanks, printers and lithographers 
have been able to secure greater color 
contrast, maximum reproduction 
and perfect register in point-of-sale 
displays, car cards and calendars. 
This assures greater effectiveness. 
The Vicks Inhaler, counter display 
card is a fine example of this greater 
effectiveness. It was produced by 
letterpress in five colors by Chittum- 
Kidd Company, Inc., of Baltimore 
on 10-ply Falpaco, single coated one 
side for letterpress. Use Falpaco 
Coated Blanks on your next job. 
Distributed by 


Authorized Paper Merchants 
from Coast to Coast 


PAPER COMPANY 


NEW YORK OFFICE « 500 FIFTH AVENUE 
NEW YORK 18, N. Y. 
MILLS—FITCHBURG, MASS. 
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Bruning Appoints Basford 


Charles Bruning Co., New York, 
manufacturer of whiteprinters, 
blueprinting machinery, 
and engineering equipment and 
supplies, has placed its advertis- 
ing with G. M. Basford Co., New 
York. 


AAAN Adds Jennings 


Affiliated Advertising Agencies 
Network has elected Duncan Jen- 
nings Advertising Agency, Phoe- 
nix, to its membership. 


drafting 


West Joins Kelly-Smith 


Tony West, formerly in the At- 
lanta office of Taylor & Co., radio 
representative, has joined Kelly- 
Smith Co., newspaper representa- 
tive, as assistant to the manager of 
the company’s Atlanta office. 


Nielsen Names Borst V. P. 


Frank S. Borst, who since 1948 
has been senior service executive 
of A. C. Nielsen Co., Chicago, has 
been promoted to vice-president. 
He joined the company in 1937 


Abrahams Tells Advertisers to Get 
on the Anti-Cheesecake Bandwagon 


PITtTsBuRGH—Trends toward 
cheapness, exaggeration and the 
use of unbelieved testimonials are 
evident in much of today’s ad- 
vertising copy, according to How- 
ard P. Abrahams, manager of the 
sales promotion. division, visual 


merchandising group, National Re- 
tail Dry Goods Association. 
Speaking before the Pittsburgh 
Advertising Club last week, Mr. 
Abrahams urged a return to “our 
old ways” of promoting. “Let’s 
sell the steak and not the sizzle. 


by swotteleing to laewer casf, Iejsh fidelity 
ontolcdated ENAMEL PAPERS 


@ The Servel News—published monthly for the 
men and women who market the famous refriger- 
ator that “STAYS SILENT, LASTS LONGER’’—is an- 


other outstanding example of the fine printing 


results being obtained by many concerns that 


have switched 


to Consolidated Enamel Papers 


at substantial savings in their printing budgets. 


Printed in a 


combination of black-and-white 


and full-color, The Servel News is a job to chal- 
lenge the quality of any fine printing paper, 
regardless of price. Yet today, at prices averaging 
15 to 25% below those of the old style premium- 


priced enamels 
amel Papers are 
of fine reprodu 
many hundreds 


formerly used, Consolidated En- 
making The Servel News a model 
ction—at a saving to Servel of 
of dollars each year. 


Both this saving and the unusually uniform qual- 
ity of Consolidated Enamels are results of the 
revolutionary enamel papermaking process which 


Consolidated pioneered. By all 


odds the most 


widely talked-about advance in papermaking his- 
tory, this process cuts costs by eliminating sev- 
eral manufacturing steps still required by other 
papermakers. It produces a paper of highest 
quality, simultaneously enameled on both sides, 


in a single high-speed operation. 


Whether your own company produces an em- 
ployee magazine, advertising and sales matter, 
or other printed material, we’ll welcome an op- 
portunity to tell you more about this modern 
process—and the savings it makes possible. Write 
for complete facts and samples today. 


©C.W. P. & P.Co. 


ondolcdatéd ¥NAMEL PAPERS 


PRODUCTION GLOSS 


CONSOLIDATED 


Makers of C —_ " 


and i if ° 


MODERN GLOSS 


WATER POWER & PAPER COMPANY 
Main Offices: Wisconsin Rapids, Wisconsin e 


FLASH GLOSS 


Sales Offices: 135 So. LaSalle S1., Chicago 3, Illinois 
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Let’s sell the fine qualities and © 
not the trimmings.” 

He criticized ads “full of cheese- 
cake, torrid embraces and dis- 
plays of exceedingly curvaceous 
women” and declared that “over- 
enthusiastic” claims not only in- 
jure reader confidence in one 
product, but all advertising as 
well. 


ws As for testimonials, he said 
numerous surveys on consumer 
reaction “invariably” indicate lack 
of believability, an attitude that 
is on the increase. 

Mr. Abrahams warned that un- 
less advertisers regulate them- 
selves, they may find the govern- 
ment exercising control. “The 
Federal Trade Commission,” he 
pointed out, “has recently struck 
out against over-enthusiastic 
claims in two separate industries. 
This may be taken as an index 
of things to come.” 

Referring to FTC actions against 
claims made for cigarets and anti- 
histamine products, Mr. Abrahams 
declared: 

“If these actions should prove 
successful in the courts, they are 
certain to be the forerunners of 
increased federal activity along 
the same lines, and we may see 
an attempt at censorship of all ad- 
vertising by the government. The 
result might easily be the end of 
American selling, as we know it, 
with its background of sound pro- 
motion stemming from producer 
and retailer alike.” 


a In Mr, Abraham’s view, manu- 
facturers and retailers “should de- 
vote strict attention to the copy 
to boost their products, if further 
and incréased government inter- 
ference in advertising is to be 
avoided. We might find ourselves 
in a situation where a government, 
eager for business controls of every 
nature, would require its approval 
of each and every word in each 
and every advertisement of our 
products.” 

He said the over-use of sex, 
exaggeration and testimonials are 
errors of national and not retail 
advertisers.: “Retailers, dealing 
with their customers across the 
counter every day, know what 
their customers want and what 
they believe in,” he explained. 
“Retailers are quick to discover 
a trend or a change in thinking 
and shift to meet it.” 

The use of quantitative and 
qualitative analyses in evaluating 
advertising programs was sug- 
gested. Under the former, Mr. 
Abrahams said, advertisers should 
ask themselves: Are we spending 
enough money on promotion? The 
qualitative approach calls for a 
reduction in the amount of “glam- 
or” appeal, a return to plain sell- 
ing and the presentation of com- 
plete information in advertise- 
ments. 


Promotes Blankets on TV 


Wool o’ the West 3-dimensional 
blankets, made by Portland Wool- 
en Mills, Portland, Ore., are now 
advertised on TV in New York 
showing actual use in bed-making. 
They are already advertised on 
several giveaway shows. Later TV 
advertising is planned for Chicago, 
Los Angeles and San Francisco by 
Mac Wilkins, Cole & Weber, the 
agency. 


Sales Executives Elect 


Ferguson Barnes, vice-president 
and general manager of Interna- 
tional Derrick & Equipment Co., 
Columbus, O., has been elected 
president of the Columbus Sales 
Executives Club. John T. Bonner of 
Bonner Inc. has been named vice- 
president, and William K. Hall, 
Kauffman-Lattimer, treasurer. 


Muzak Appoints Conner 


Robert T. Conner, formerly with 
Decca Records Inc., has been ap- 
pointed plant manager of the Eliz- 
abethtown, Ky., plant of the tran- 
scription division of Muzak Corp., 
New York. 
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_ GREATEST IN HISTORY! | 


The Salt Lake Tribune Daily Circulation’ 


s 


_ GREATEST IN HISTORY! | 


The Salt Lake Tribune Sunday Circulation’ 


GREATEST IN HISTORY! | 


Salt Lake Telegram Circulation. 


_ GREATEST IN HISTORY! — 


alests 
ve 


Linage for Any Single Month - April, 1950 


_ GREATEST IN HISTORY! | 


Linage for First Four Months Any Year: Jan. 1-Apr.30, 1950 


“ABC Publisher's Statement, March 31, 1950: Com- 
bined, 132,625; m. 94,805; e. 37,820; S. 128,815. 


Media Records, April, 1950: The Salt Lake Tribune . 1,868,833 
Salt Lake Telegram 1,115,266 


Media Records, January 1,-April 30, 1950: 
The Salt Lake Tribune 6,200,105 
Salt Lake Telegram. . 3,886,468 
(All figures are NEW RECORD HIGHS.) 


Che Salt Lake Crilume - Orlegrame 


Represented Nationally by O’Mara & Ormsby, Inc. 
And Metropolitan Sunday Newspapers, Inc. 


TRIBUNE-TELEGRAM BLANKET FAMILIES WITH GREATEST SPENDABLE INCOMIE 


Tribune City Zone 35,441; Telegram City Zone 27,122 (Combined 62,563); 
Third Salt Lake Paper City Zone 25,146. 
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Associated Food to 
Use TV Program As 
Merchandising Aid 


Los ANGELEs—Using a newly- 
created cowboy character, and a 
format with strong emphasis on 
merchandising promotion, Associ- 
ated Food Sales Co. has begun 
sponsorship of “The Kid from 
Powder River Ranch,” on KFI-TV 
here for three lines of frozen foods 
it handles. 

The Associated accounts partici- 
pating on the 15-minute program, 
to be beamed Mondays, Wednes- 
days and Fridays, are Ocoma 
Foods (frozen poultry), a division 
of Omaha Cold Storage Co.; Chip 
Steak Corp., Oakland, Cal., and 
Frigid-Dough Corp. of Southern 
California, Los Angeles. 

“The Kid from Powder River 
Ranch” will be almost purely in- 
structional in the ways of the Old 
West, with “the Kid” being taught 
riding, roping and shooting by the 
men who teach motion picture 
cowboys. (Objective in creating 
an exclusive character is largely 
to have a personality who can be 
used wherever there are publicity 


possibilities. ) 


s Booklets containing the in- 
structions will be offered to small 
fry in exchange for labels from 
any of the three products. Each 
of the booklets will have a test 
paper for the youngster to fill out, 
and the paper is marked and at- 
tested by a parent. By sending in 
more labels and the test paper, a 
youngster then can get a mem~- 
bership card in the “Wrangler’s 
Club.” New booklets and member- 
ship cards for “Rope,” “Horse” and 
other types of wranglers are ex- 
pected to keep the labels rolling 
in. 
Women’s organizations will be 
urged to form mothers’ clubs, 
which can compete for a refriger- 
ator to be awarded monthly. Club 
secretaries are being asked to col- 
lect labels from members, with the 
club submitting the most labels 
being given a refrigerator. Ads 
promoting the contest are run- 
ning in local women’s publications. 

“The Kid” will be used to hold 
meetings with youngsters at three 
or four markets each month. At 
such meetings, it is anticipated, 
parents will feel it necessary to 
accompany the youngsters, mak- 
ing it possible to produce substan- 
tial traffic and sales for the par- 
ticipating market. 

Moeller Advertising Inc. here is 
the agency. 


S WNIJR Promotes Miss Zutia 

Linda Zutia, continuity writer 
for Station WNJR, Newark, has 
been promoted to copy and con- 
tinuity chief. 


| ADVERTISING SPECIALTY JOBBERS 


If you have a Sales Organization we 
have a live-wire proposition for you. . . 
an arr t that bles you to pay 
your salesmen the same profit they would 
earn by handling our quality line of 
advertising Book Matches direct — and 
Make money for yourself at the same 


time. 

We offer full co eperation to qualified 
organizations. Just c over these high 
spots in our proposition. 


1 Big p 


ik), plus giant display 
HCORP “TWO- 


on the 
cover, in which you can either print 
or affix summed sticker, bearing 


NAME printed on the line where our 
as manufacturers usually ap- 


Pears. 
3 Drop shipments to your customers if 
desired 


There's low cost, effective advertising 
for every kind of business in MATCH- 
CORP’S “Big Four’’ line of quality book 
matches. Used in every field, they appeal 
to advertisers everywhere . . . prospects 
in every quarter. Recognized from coast 
to coast as sales-makers and good will 


builders. 
Write to us on your own letterhead for 
full particulars of this profitable adver- 


tising jobbers’ deal. 


MATCH CORPORATION OF AMERICA 


3433-43 West 48th Place, Dept. AA-6, 
Chicage 32, Illinois 


GE Distributor to Sholl 


General Electric Appliances Inc., 
Philadelphia, wholesale appliance 
distributor, has appointed Ray- 
mond A. Sholl & Co., Philadelphia, 
to handle its advertising and sales 
promotion. 


Disston Promotes Martin - 

Robert T. Martin Jr. with 
Henry Disston & Sons, Philadel- 
phia, since 1944, has been named 
assistant manager of sales of the 
company’s hardware department. 
He succeeds Harold Stevens. 


Otto Picks Associates 


Robert Otto & Co., New York, 
has appointed Continentale Wer- 
bung Gmbh., Hamburg, and Wer- 
bung, Germany, and Dr. Hege- 
mann Gmbh., Frankfurt, Germany, 
as associate agencies for handling 
advertising in Germany. 


Tyson Agency Gets Lead Ads 
Lead Industries Association, New 
York, has appointed O. S. Tyson 
& Co., New York, for advertising 
in business papers. The account 
has been inactive since the war, 


Ogilvie Flour to Stanfield 


Ogilvie Flour Mills; Montreal, 
maker of flour, ready-mixes, cer- 
eals and feeds, has placed its 
advertising with Harold F. Stan- 
field Ltd., Montreal, effective 
Sept. 1. 


Bauer & Black Names Two 

Bauer & Black division of Ken- 
dall Co., Toronto, has named John 
D. Gwynne sales manager for 
Canada, and J. H Ross, assistant 
anse manager, with offices in Tor- 
onto, 
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‘Field & Stream’ Ups Kulich 


William E. Kulich has been 
named New England manager of 
Field & Stream. For the past five 
years he has been in the advertis- 
ing sales department of the Pub- 
lication. 


Two Appoint Guy-Lee Agency 
-_ Miner’s Bakery, Menlo 
Park, Cal., and Floyd Lowe Real 
Estate, Palo Alto, Cal., have named 
Guy-Lee Organization, Palo Alto, 
their agency. James Kozy has been 
named a partner in the agency. 


You can spot the difference 


Take to the air with Radio Sales and you'll find there’s no 


difference between AM and TV. Advertisers who for years 


have turned to Radio Sales to solve their spot radio problems 


find they get the same complete service (and soaring sales) 


in television, too. Because Radio Sales had the foresight 


to get into TV early. And to develop a full-time, separate 
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Lithomat Appoints Metcalf 


George T. Metcalf Co., Provi- 
dence, R. I., has been appointed to 
handle a new sales promotion and 
advertising campaign for Lithomat 
Corp., Cambridge, Mass., manu- 
facturer of duplicating equipment 
supplies for Multilith and David- 
son offset presses. 


Manufacturers Elect Holding 
William F. Holding, president of 
General Steel Wares, Toronto, was 
elected president of the Canadian 
Manufacturers’ Association. 


Claiborne to Merchandise Mart 


Craig Claiborne has joined the 
news bureau of the Merchandise 
Mart, Chicago. He previously was 
assistant publicity director of the 
central division of American 
Broadcasting Co. 


Aladdin Names Shrager 

Aladdin Books, New York, divi- 
sion of American Book Co., has 
appointed John Shrager Inc., New 
York, to handle its national adver- 
tising in magazines, newspapers 
and trade publications. 


Perea Ye 


‘TV Women’s Club’ 
May Go on Network 


PHILADELPHIA—There is a possi- 
bility that the Television Women’s 
Club program, which completed its 
13-week test over WCAU-TV here 
June 7, will go network in the fall. 

The program had been presented 
in the public interest by Proctor 
Electric Co. and was “sponsored” 
by the Pennsylvania Federation of 
Women’s Clubs in cooperation with 


New Jersey and Delaware federa- 
tions. 

In addition to the interest the 
program itself engendered, it guar- 
anteed its sponsor a ready-made 
audience of 300,000 members of 
the federations. If the show goes 
national, an audience of nearly 
1,500,000 members would be guar- 
anteed in television areas. 


s The show was unusual in that 
it was conducted along the lines of 
a club meeting, but it featured na- 


TV staff by the same standards that have made Radio Sales 
so successful (and so unique) in AM radio: first-hand knowledge 
of markets, stations and programs; exhaustive research by the 
most resourceful research department in the field. For an 
advertiser who wants to get up in the world, there’s nothing like 


Radio Sales to give him a lift. In radio...and television. 


Radio and Television Stations Representative ...CBS 


bakel 


Representing 


wees, wcss-Tv, New York City 


weBM, Chicago 
KNX, KTTV, Los Angeles 


WCAU, wcau-Tv, Philadelphia 


wcco, Minneapolis 
WEEI, Boston 


KMOx, St. Louis 


Kcss, San Francisco 


wat, wsBTv, Charlotte 


wrva, Richmond 


wrop, Washington 


KSL, KSL-Tv, Salt Lake City 


WAPI, WAFM-TV, Birmingham 
and THE COLUMBIA 


PACIFIC NETWORK 
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tionally prominent economic, liter- 
ary and civic leaders. 

The program was set up by tele- 
vision producer Margaret Wahl 
and was designed to give the 
housewife a program that would 
not be gushy or as frothy as a soap 
opera. 

A survey is currently being made 
to determine the effectiveness of 
the show. 


Louis Names Wilbur Agency 


Louis Watch Co., New York, has 
named William Wilbur Advertis- 
ing, New York, to handle promo- 
tion in consumer magazines, busi- 
ness papers and direct mail. Frank 
Best & Co. formerly serviced the 
account. 


New York Agency Moves 
Franklin, Bertin & Tragerman, 


New York, has moved to new of- 
at 23 W. 47th St., New York 


Advertising Bureau Moves 

The Bureau of Advertising, 
ANPA, New York, has moved from 
370 to 570 Lexington Ave. 


ite 6 (A)\ 
SOUINERY : . 
IRICULI URS 


FARM and RANCH PUBLISHING COMPANY 


Nashville, Tennessee — Dallas, Texas 
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Toronto Admen Elect Barbour 


Noel R. Barbour, advertising 
manager of Chatelaine, has been 
elected president of the Toronto 
Advertising and Sales Club. Other 
officers are: Ist vice-president, 
Ralph L. Davidson, vice-president 
of the Grolier Society Ltd.; 2nd 
vice-president, Wilfrid Sanders, 
director of Canadian Opinion Co.; 
treasurer, Allan L. Thompson, 
president of the James Fisher Co., 
and secretary, Alan C. Ball, man- 
ager of Canadian Advertising. 


Zitf-Davis Moves Offices 

Ziff-Davis Publishing Co., New 
York, has moved from 350 5th 
Ave. to 366 Madison Ave. to oc- 
cupy space formerly held by Es- 
quire. 


RAIN 


TT 
HE LETTER SHOP, Inc. 


431 S: Dearborn St.. Chicago 5.1Minoi 


Passage of Delivered Price 
Bill Favors Standard Oil 


WASHINGTON—There’s an old 
maxim that Supreme Court de- 
cisions “follow the election re- 
turns.” After last Monday, it might 
be appropriate to add as a corol- 
lary that the justices are not above 
an occasional glance at the pages 
of the Congressional Record. 

Since mid-winter, the court has 
been embroiled in FTC vs. Stan- 
dard Oil Co. (Indiana), a highly 


“4|controversial price discrimination 
@|case. It’s so controversial that the 


government’s trust-busting agen- 
cies disagree: FTC is prosecuting 
while the Justice Department is 


By STANLEY E. COHEN, Washington Editor 


more or less openly in sympathy 
with Standard Oil. 

Standard has admitted that it 
gave Detroit tank car jobbers a 
better price deal than small fill- 
ing stations. It said it had to—or 
lose the business to competitors. 
FTC—and the Court of Appeals— 
insists that Standard should have 
given up the tank car business 
rather than put the small stations 
at a disadvantage. 

During the two years that it 
has been debating the delivered 
price bill, Congress has had a lot 
to say about the right to match 
the price of your competitor, and 
Standard’s dilemma has been cited 
as a case in point. Some members 


say the compromise bill which 
cleared the Senate and went to 
the White House June 2 tilts the 
law in Standard’s favor. 

If it does—and if the delivered 
price bill becomes law—the decks 
are clear for a quick test, for the 
Supreme Court ruled Monday that 
FTC vs. Standard Oil Co. (Indi- 
ana) must be reargued next fall. 
It will be reargued, of course, in 
the light of the laws on the statute 
books at that time. 

e ee 

The hard fight by Senate “liber- 
als” against the delivered price 
bill has left the administration in 
an embarrassing position: Its own 
supporters are charging that it is 
adopting legislation weakening to 
the anti-trust laws. 

Therefore one, and perhaps two 
bills, will probably be pushed 
through to please trust-busters. 
One, virtually sure of approval, is 


the anti-merger bill, already passed 


by the House and approved by 
Senate’s judiciary committee. 


Sie 
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Will they buy your product... 


or something Yust as good ?’” 


Your advertising is doing a good job 
...it makes prospects want to buy your 
product. To avoid the risk of having 
them side-tracked to some other brand, 
list your dealers under your trade- 
mark or brand name in the ‘yellow 
pages’ of the telephone directory. 


Trade Mark Service will point out 
your dealers for them. It is the identi- 


(and 9 out of 10 


For further information, call your local telephone business office 


or see the latest issue of Standard Rate and Data 


fication service that puts your trade- 
mark or brand name over a list of your 
dealers in the ‘yellow pages.’ 


Buyers who look in the ‘yellow pages’ 


shoppers do) will see 


the list of your local dealers and can go 
direct to any one of them. 

Trade Mark Service is mighty good 
advertising insurance. 
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top penalty for Sherman Act viola- 
tions from $5,000 to $50,000 per 
count. With both parties agreeing 
that the $5,000 limit set in 1890 igs 
“piddling” to big corporations, the 
Sherman Act amendment slid 
easily through the House last week, 
ee ee 


As according to backstage talk, 
the House judiciary committee’s 
prime aim in the newsprint inves- 
tigation beginning June 19 is to 
show that a “cartel” arrangement 
has blocked the development of 
newsprint mills in the Pacific 
Northwest and Alaska, investiga- 
tors have a peculiar problem, 
They think there is a conspiracy 
to hold newsprint prices at the $100 
per ton level. But they also sus- 
pect that newsprint mills could 
not be run profitably in the U. §, 
if Canadian prices were to fall be- 
low the $100 mark. 

eee 

There is still a chance that Fed- 
eral Communications Commission 
will reach a color TV decision 
with relatively little fuss. For one 
thing, the “dark horse”—Color 
Television Inc., San Francisco—ap- 
pears to be out of the running. 

Moreover, FCC may soon get 
some pointed advice from a com- 
mittee of top technicians which 
has been studying the RCA and 
CBS color systems since Novem- 
ber at the request of Sen. Edwin 
C. Johnson (D., Colo.). 

This committee, led by Dr. Ed- 
ward U. Condon, director of the 
National Bureau of Standards, will 
probably hand its recommendations 
to Senator Johnson before this 
month ends. Senator Johnson will 
immediately make it available to 
the commission and the public. 


Martin A. Hutchinson, Presi- 
dent Truman’s nominee for a va- 
cancy on the Federal Trade Com- 
mission, has his “day” before the 
Senate interstate and foreign com- 
merce committee June 14. His 
nomination has been gathering 
dust since March 6 because com- 
mittee members know that he is a 
political foe of Sen. Harry Byrd 
(D., Va). Sen Byrd still has not 
indicated whether he will ask 
committee members to block the 
nomination. 

eee 

National Association of Broad- 
casters was on the spot when the 
Federal Communications Commis- 
sion took up a proposed rule to 
stop TV stations from transmitting 
music during periods when they 
offered only test patterns. AM 
and FM stations want the TV sta- 
tiens curbed; TV stations say “the 
time is not ripe” for rigid pro- 
gramming limitations, 

“We don’t want to take a posi- 
tion economically detrimental to 
either our TV or aural broadcast- 
ing members,” said NAB Attor- 
ney Vince Wasilewski. So, Ed- 
ward L. Sellers, head of NAB’s 
FM department, argued for the 
rule; Emerson Markham, head of 
TV, argued against it. 

NAB is leaving it to FCC to 
make up its own mind. 


Two Appoint Heggie Agency 


Heggie Advertising Co., Toronto, 
has been appointed to direct a 
trade campaign for Aerovox. Can- 
ada Ltd., Hamilton, Ont., maker of 
capacitors for all radio and elec- 
trical uses and Canadian licensee 
for Electrical Reactance Corp., 
New Bedford, Mass. Callander 
Foundry & Mfg. Co., Guelph, Ont., 
maker of Beaver power tools, also 
has appointed Heggie to handle 
schedules in home magazines and 
weekend rotogravure sections, 
promoting the use of tools for the 
home handy-man. 


TV Exposition Scheduled 


The National Television and 
Electronics Exposition will be held 
Sept. 23-30 at the 69th Regiment 
Armory, 25th St. and Lexington 


Ave., New York. 


The other is a bill boosting the 
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ADVERTISING RESULTS? 


1 \\qu.* Biggest media news in years is the national 
study just compiled by Alfred Politz Research, Inc. 
about the unique mass-buying fertility of Coronet’s families. 


INVITATION to any national ad- 
vertiser of a worthy product. Buy 


If it doesn’t produce more inquir- 


Look, Saturday Evening Post, or 
Collier’s, then CORONET will re- 
fund the full cost of the page! 


Circulation 2,619,878 xsc....UP 2% 


Advertising first 6 months...UP 49.37 2 HOS 


: oP See es Ye SE gs age Coy Ps, ee ERS ORO See ee 
eho Wk ad 1! a eee ae fe va, ee er ea ee ee ee eh an Sih ey 


This illuminating new analysis reveals, 
for instance, such clues to Coronet’s singular 
selling potency as... 


a four-color page in CORONET. Coronet households are better educated! 


aye ag gene yr gs . Coronet households spend more money! 


For all the new facts...the complete story 
as Politz found it... establishing Coronet’s 
dollar-pulling character...ask your Coronet 
representative, or write direct. Today! 


CORONET MAGAZINE 
488 Madison Avenue, New York 22, N. Y. 
or Coronet Building, 65 East South Water Street, Chicago 1, Ill. 
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’...Because it’s a “trusted 
friend of the family” 
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“1 read Newsweek to — 
| have gathered from other sources during the week. 
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Rahr Says Wallpaper 
Is Disappearing from 
the American Scene 


Cuicaco—The Wallpaper Whole- 
salers Association last week heard 
some harsh words about wallpa- 
per sales prospects from Frederic 
H. Rahr, president of the Rahr 
Color Clinic. 

“Wallpaper, as you have han- 
dled it for years,” he told the 
wholesalers, “is rapidly disappear- 
ing from the American scene... 
Your industry thinks in terms of 
the past, and hopes about the fu- 
ture. 

“Your backward-looking manu- 
facturing group, encouraged by 
your own backward-looking in- 
dustry, is losing business to other 
lines of home furnishings and 
decorating materials and, unless 
some radical changes are made, 
will continue to do so at an in- 
creased rate.” 

Mr. Rahr suggested that wall- 
paper sales are declining because 
manufacturers have not bothered 
to find out what colors the cus- 
tomers want and then manufac- 
ture paper with those colors. 


= Members of the association sug- 
gested other reasons for the sales 
decline—including rent control, 
which has resulted in a shift of 
the decorating burden to the rent- 
er (the renters have been sold 
on the ease of using paints). But 
none of them challenged the pre- 
diction that sales would continue 
downward. 

Among the members at the 
meeting were two wholesalers 
who have been using television 
to advertise the wallpaper sold by 
their retail stores. 

C. H. Fisher, Fisher Wallpaper 
& Paint Co., Detroit, said that his 
company has been participating 
' on the “House of Charm” program 
in Detroit for more than a year, 
and that sales last year increased 
“phenomenally.” 

George E. Warner of the War- 
ner Co., Chicago, has been using 
TV spots twice a week since the 
i spring of 1948, and told AA that 
he was very well satisfied with 
the results and intended to con- 
tinue in the medium, although 
he expressed some concern over 
increasing rates. 


Enzo Gel Co. Launches 
Drive for Tomato Aspic 


Enzo Gel Co., Sheboygan, Wis., 
has launched an_ introductory 
campaign for its new powdered 
Enzo Tomato Aspic in selected 
markets. The gelatine food prod- 
uct is designed for use in salad 
rings, or as a main dish with 
beef, pork, fowl or fish, 

Newspapers are being used in 
all markets in which the - 
uct has been introduced and ra- 
dio spots also have been em- 
ployed. The market-by-market 
campaigns will continue until na- 
tional distribution has been per- 
fected, at which time national me- 
dia will be used. Schoenfeld, Huber 
& Green, Chicago, is the agency. 


Wylie Rejoins McKim 


W. T. Wylie has rejoined the 
Winnipeg office of McKim Adver- 
tising as account executive. When 
previously associated with McKim, 
Mr: Wylie was in charge of copy 
and creative work. 
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Kalart Promotes Harnett 


John J. Harnett has been named 
general sales manager of Kalart 
Co., Plainville, Conn., manufac- 
turer of Camera of Tomorrow and 
photographic accessories. For the 
past four years he has been assist- 
ant to the president. 


WMMW Appoints Borgeson 

Arthur Borgeson has been 
named program director of Sta- 
tion WMMW, Meriden, Conn., re- 
placing John Zane, who has re- 
signed. 


Names von Zehle Agency 

General Radiant Heater Co., New 
York, has named William von 
Zehle & Co., New York, for adver- 
tising of its products in the ap- 
pliance, aoe heating, industrial 
and agricultural fields. 


NAB Launches TV Film Study 


National Association of Broad- 
casters’ TV department has 
launched a study of sources and 
costs of films for TV use, as an 
aid to station managers and pro- 
gramming staffs. 


Brune Joins Paraftine 


W. Carl Brune Jr., formerly 
with Macy’s, San Francisco, has 
joined the advertising os he 
of Paraffine — 2 c., San 
Francisco. He li handle pub- 
licity and sales promotion of build- 
ing materials and paints manu- 
factured by the company. 


WWSW Appoints Blair 

Station WWSW, Pittsburgh, has 
named John Blair & Co. as ex- 
clusive national representative, 
effective June 19. 
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Ex-Ell Names Cayton Agency 


Ex-Ell Instrument Corp., New 
York, manufacturer of chemical 
and clinical thermometers, hag 
appointed Cayton Inc., New York, 
to handle advertising in newspa- 
pers and magazines. The account 
was formerly placed direct. 


Davis Appoints Houston 


Frank F. B. Houston, formerly 
vice-president of Associated Pub- 


lishers of California, has been | 


named an account executive of 
Davis & Co., Los Angeles agency. 


astern 
191 PARK AVENUE. NEW YORK 
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Appoints Sullivan Agency 
Daniel F. Sullivan Co., Boston, 

pas been retained to handle the 

advertising of Scarborough Downs, 


Scarborough, Me., race track. An 
extensive campaign is for 
the new track. 


ITU’s Randolph Reelected 
Woodruff Randolph has been 
reelected president of the AFL In- 
ternational Typographical Union, 
according to the official canvass 
released last week by ITU head- 


of Detroit 39,255 to 31,633. Results 
of past elections, held in May of 
even numbered years, indicate 
that Mr. Randolph’s vote margin 
has been steadily decreasing, rt - 
ing from 24,601 in 1946 to 9,736 
48 to 7,592 this year. 


Byrne Forms Ad Service 
Andrew J. Byrne, formerly ad- 
vertising manager of Blue-Jay 
ucts division of Kendall Co., 
formed Byrne Associates, ad- 
vertising and sales promotion serv- 
ice. Offices are located at 320 N. 


To Counseling Associates 


Henry Brown, formerly public 
relations director of the Boston 
Chamber of Commerce, has joined 
Counseling Associates, Boston. He 
will establish and direct a new 
promotion division. 


Ellis Gibson Adds Duties 

Ellis G. Gibson has been named 
sales promotion manager of Amer- 
ican y & Trailer Inc., Okla- 
homa City. He also will continue 
as advertising manager of the 
company. 


quarters. He beat C. G. Sparkman|LaSalle St., Chicago. 


Store Modernization 
Group Plans Center 


New York—Plans are being 
prepared for the establishment of 
a store modernization center here 
under the direction of John W. H., 
Evans, director of the Store Mod- 
ernization Institute. 

The proposed center will house 
permanent exhibits of store mod- 
ernization materials. Negotiations 
are under way to lease 15,000 sq. 


ee 


result-producing Mechanics-Science field! 


ee 
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At a higher price per 
copy? Yes! 


POPULAR MECHANICS’ record- 
breaking circulation has been reached 
with a per-copy price 40 per cent higher 
than the next highest priced magazine 
in the field. POPULAR MECHANICS, 
at 35 cents, outsells all other mechanics- 
science magazines—priced from 25 cents 
down to 15 cents. 


At the same advertising 
rates? Yes! 


This extra circulation bonus—now 
305,803 over the guarantee—means 
your advertising dollars get more read- 
ers, more response, more action than 
ever before. And no increase in rates! 


PM. Minn “=? 
°#ACH THE Mg & a 


Piao 


Still the best man in 
every dozen? Yes! 


Month after month, POPULAR 
MECHANICS delivers to you the best 
man in every dozen... the man with 
the alert, inquisitive, wide-open “P.M. 
Mind” . . . the man who reads ads de- 
liberately . . . the most interested prospect 
you could find. That’s the reason for 
POPULAR MECHANICS’ famed pull- 
ing power—the power to pull inquiries, 
pull mail orders or pull men into retail 
outlets to ask for products by brand 
name. Get the full story and you’ll put 
POPULAR MECHANICS high on your 
schedule for any man-bought product 
from shoes to shampoo. 


en 


i, 


33 


ft. of floor space in a building on 
Fifth Ave. to serve as headquar- 
ters for the project. It is planned 
to have exhibits open five days a 
week throughout the year for ex- 
ecutives of retail stores, store 
architects, designers and builders. 
A survey of 17 major buying of- 
fices in New York, representing 
1,500 of the largest department 
stores in the country, indicates 
popular acceptance of the idea, ac- 
cording to Mr. Evans, who dis- 
closed that 86,000 buyers and mer- 
chandise managers visited New 
York last year to purchase mer- 
chandise for their stores. 


3 to Burlingame-Grossman 


Burlingame-Grossman Adver- 
tising, Chicago, has been named 
to handle the advertising of Amer- 
ican Decalcomania Co., Chicago; 
International Transparency Co., 
Cleveland, manufacturer of trans- 
parency window valances, and 
Apex Mfg. Co., Chicago, manu- 
facturer of leatherette desk ac- 
= ye and stationery special- 
ties. 


America’s 
ONLY 
Complete 


Daily 
Business 


Newspapers 


The Journal of 
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Commerce 
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Te Sharp ony econciled com 


Journals of 
Commerce 


TOP MANAGEMENT’S 
GOOD RIGHT HAND 


53 Park Row, New York 15, N. Y. 
12 East Grand Ave., Chicago 90, Ill. 
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Along the Media Path 


more are awarded parchment cer- 
tificates of recognition on the pro- 
grams. 


e Station KCUL, Fort Worth, 
which formerly aired highbrow 
music during the nighttime hours, 
switched to hillbilly music during 


@ One of the most unusual pre- 
sentations ever put on by a news- 
paper is “Gold Diggers of 1950,” 
a full hour, professionally pro- 
duced puppet show now touring 
the country for showings to ad- 
vertisers and agencies, Produced 
by the Phoenix Republic and Gaz- 


the evening hours and pulled in 
hundreds of letters of protest. Hill- 
billy music lovers sent in a similar 
torrent of letters of congratula- 
tions. Result: KCUL turned the 
clash into a promotion gimmick, 
broadcasts both types of music 
each evening, and has two an- 
nouncers whose musical opinions 
differ taunt each other on the air, 
via a show called the “Battle of 
Music.” 


e@ Station KYW, Philadelphia, has 


signed with Feature Foods Inc., 
Chicago, to use its package gro- 
cery products merchandising ser- 
vice, which combines commercials 
on a new daily women’s program 
and point of sales exploitation of 
sponsors’ products. The station has 
employed five persons who will 
concentrate on food products sales 
and coordination of merchandising 
activities with 1,000 food stores in 
the area. 


@ Glamour recently sent out a 
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mailing which featured a real, 
penny. “For you,” the publication 
says, “a penny purchases 43.5 buy. 
ers when you take a 1/12th page 
ad in Glamour.” And, in addition 
to covering other details, the letter 
concludes: “P.S. Keep the penny 
—now that ad costs you only 
$139.99 for 609,587 buyers. What 
a bargain!!!” 


e Beginning with its September 
issue, The Instructor will carry a 
feature column titled, “New for 


ette, with some amazingly good 
lyrics written by Hobart T. : 
Franks, national advertising man- 
ager of the newspapers, and ter- 
rific puppeteering by Rex Castle 
and his puppets, it does an extra- 
ordinary job of emphasizing that 
Phoenix is a major urban market. 

An unusual market and media 
story, the show is also remarkable 
for using a technique of puppets 
operating against a background of 
beautiful color slides, which are 
sometimes used merely as back- 
ground and sometimes as an in- 
tegral part of the action. The lat- 
ter use is especially effective when 
Eileen, ranch-owning Phoenix res- 
ident, takes her unbelieving Bos- 
ton aunt for a tour of Phoenix in 
her car. The slides show the sights 
of the city, while Eileen, in true 
sight-seeing style explains and de- 
scribes the local scene for the 
benefit of her visitor. 

The show was staged first in 
Chicago on June 5 and 6, and 
then moved on to Detroit, Phila- 

. delphia and New York, and back 
to Los Angeles. 


e The St. Louis Post-Dispatch 
has conceded that the great major- 
ity of the public enjoys radio on 
streetcars and buses, as provided 
in St. Louis by Transit Radio and 
Station KXOK, owned by the St. 
Louis Star-Times, 

A St. Louis University poll of 
23,000 riders showed 74.9% in 
favor of Transit Radio, i5% 
against and 10.1% with no opinion. 
The Post-Dispatch supported the 
“nays” when they raised a protest 
last year against the “invasion of 
their privacy.” 


@ Among special editions of news- 
papers in the Pacific Northwest re- 
cently were the record 64-page 
centennial edition of the Daily 
Olympian, Olympia, Wash.; the 
diamond anniversary issue of the 
East Oregonian, Pendleton, Ore., 
and the annual Festival Progress 
edition of the Wenatchee Daily 
World, Wenatchee, Wash., issued 
as part of the annual May apple 
blossom festival. 


e@ Station WIP, Philadelphia, has 
launched a series of program “sa- 
lutes” to advertisers who have 
been affiliated with the station 
commercially for at least ten con- 
secutive years. The special half- 
hour programs are devoted to a 
history of the sponsor’s programs 
and his commercial growth. Execu- 
tives of the companies which have 
used radio ads for a decade or 


HOW TO MAKE 
A BILLION DOLLARS 
LISTEN TO YOU 


Advertise in CANDY 
INDUSTRY. Read and 
preferred by more of the 
leaders in the billion-dollar 
candy industry. 
First in the Field 
Biggest audited circulation * 
. . Greater reader preference 
- .. More advertising 
(Send for impartial 
surveys with proof) 
Get new market data study today. 


*Of any publication published monthly 
or more frequently. 


(Canny [InpustRY 


107 W. 43rd St., New York 18, N.Y. 
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" you—new products for the class- 


room and teacher.” The column 
will be open to all manufacturers 
of new products which may be use- 
ful in teaching. Closing date is the 
20th of the month, three months 
previous to the date of publica- 
tion, i.e., Jume 20 for the Septem- 
ber issue. 


e The Louisville Courier-Journal 
will publish a newspaper magazine 
supplement late this summer as 
part of the state’s year-round tour- 


ist promotion program. 


@ On Monday, May 22, the Wash- 
ington Post publishei an unusually 
long editorial ir. which it proposed 
the creation of « “commission on 
national security” io study impor- 
tant aspects of the security prob- 
lem in a dispassionate manner. 
The Post, long noted for the, 
volume of “idea” advertising which 
it carries, took its own medicine 
and ran the editorial as a full- 


page ad in the Chicago Daily News 


and Tribune, Detroit Free Press, 
New York Herald Tribune, Phil- 
adelphia Inquirer, San Francisco 
Chronicle and Wall Street Journal. 


@ The Ladies’ Home Journal got 
its name by accident, according to 
an article in the June issue of the 
magazine. The article commemo- 
rates the 100th anniversary of Cy- 
rus H. K. Curtis, founder of the 
publication. When the first issue 
was being prepared, the printer 
asked Mr. Curtis what the maga- 


zine would be called. Mr. Curtis 
replied that “it is sort of a ladies’ 
journal” and suggested the name, 
“Ladies’ Journal.” 

But when the first issue was 
published, the two words of the 
title were separated by a picture 
of a domestic scene captioned, 
“home.” Mail poured in addressed 
to the Ladies’ Home Journal; Mr. 
Curtis bowed to his readers, and 
the name stuck. 


e@ Beginning with its August issue, 


THIS stoRY is bigger than a million guarantee. 
It starts with the success of the news-weeklies... 


It carries on to the steady growth of the picture 
magazines... 


And brings us right smack into today, and the 
most startling trend in publishing . . . the tre- 
mendous vitality of magazines satisfying men’s 
interests. 

Only when you see this trend close up, or have 
actually contributed to it . . . can you fully 
weigh the significance of ARGOsY’s new guar- 
antee of 1,000,000 ABC. (Effective with the 
January, 1951 issue.) 


REMEMBER, three short years back ARGOSY was 
in rompers, less than a quarter-million. But its 
market, its mood, its makeup were all so right 
that not long after, things began to happen. 


For one, two, three, four consecutive 6-month 

ABC periods arcosy has not only been the hot- 

test magazine in men’s pants . . . it has been, 

and still is, the fastest growing of all magazines 

on the newsstands. 

EXHIBITI: In the July-December, 1949 period, 
209,730 more men bought ARGOSY 
than in the same six months of ‘48. 


EXHIBIT II: ARGOSY averaged 1,020,330 for the 
first quarter of 1950, as shown in the 
just-issued interim A.B.C. statement. 
This provided advertisers with an av- 
erage bonus of 270,330 copies. 


Next year while the B & W page rate moves 
from $1875 to $2500, aRGOosy’s economical 
$2.50 per page per M remains the same—lowest 
in the field. And color and cover costs actually 
come down! 
MOREOVER, effective immediately aRGosy offers 
a 10%, 12%4% and 15% discount to adver- 
tisers using 12, 18 and 24 pages respectively 
within a twelve-month period. 
Finally, there is every reason for us to say that 
when its new guarantee goes into effect, ARCOSY 
expects to be providing advertisers with a cir- 
culation bonus exceeding 15%. 
There you have it. That’s the real story .. 

First, the supercharged growth of 

men’s magazines. 

SECOND, ARGOSY streaking along like 

a hot rod in the man market. 
If you sell a product men buy — hop aboard 
ARGOSY. 
If you're already in the men’s field, for profits’ 
sake add arcosy’s million man-power. 
If you’re already on the ball and using arcosy, 
thanks — but take another look, maybe you 
ought to double your bid for business. 


You can reach your ARGOsY representative at ... 
205 EAST 42ND ST., NEW YORK 17, N. Y. 


333 NO. MICHIGAN AVE., CHICAGO 1, ILL. 
427 W. 5TH ST., LOS ANGELES 13, CALIF. 


J 


Charm will introduce a new, front- 
of-the-book section called “Close 
Ups,” and devoted entirely to ac- 
cessories, including hats, bags, 
belts, gloves, scarves, jewelry and 
umbrellas. The space flanking the 
column is reserved for accessory 
advertising, and will be sold in 
square thirds. 

Advertisers with fashion ads in 
the book will be able to add a Jine 
referring readers to the accessory 
section, if the cross-merchandisin 
is desired. Two or more manufac- 
turers also can adopt the cross- 
merchandising plan. Charm has 
prepared a presentation to explain 
the service. 


@ On Feb. 12, the London Sunda 
Times ran a 2,100-line advertise- 
ment in the New York Times of- 
fering American readers. sub- 
scriptions to the British newspa- 
per. To date, more than 1,660 sub- 
scriptions have been received 
more than half of which were for 
periods of six months or more 
The entire story is told in a folde 
published by the New York Times 


e The Los Angeles Herald-Expres 
in April printed the largest vol- 
ume of retail advertising eveim 
carried in that month. According 

to Media Records, the paper rar 
860,261 lines of retail copy during 
the month—the fourth successive 
month in which the paper ha: 
shown a substantial gain in the 
classification. The paper als 
showed a gain in national adver. 
tising linage for the fourth mont! 
in a row. 


e Circulation of Scientific Amer: 
ican during the first five month; 
of 1950 was up 54% over circula. 
tion in the corresponding periox 
last year; advertising was up 8070 
in the same five months this yea 

as compared with last year, an¢ 
net revenue was up 93%. The pub 
lishers forecast a total of 240 page 
of advertising this year, as com 
pared with 132 pages last year 
and predict that Scientific Amer 
ican will carry 360 pages of ad 
in 1951. 


e The Bureau of Advertising’ 
new booklet, “How Newspape 
Advertising Sold 95,000 Shares o 
Stock to 5,000 New Stockholders ij 
Five Months,” tells the story oa 
Putnam & Co., Hartford, Conn 
general brokerage house—how th 
company decided to employ an un 
conventional advertising approact 
and the results it obtained. 


Win for your product the influence 
and pod | will of the 20,000 County 
Agents, Vo-Ag Teachers, Exten- 
sion Leaders and Soil Conserva- 
tionists who read Better Farming 
Methods every month. 
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SELLING AT 5¢ A {< 
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134,436 


DAILY CIRCULATION 


Publisher’s Statement for the six 
months ending March 31, 1950. 
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Westinghouse Plans 
to Continue Farm 


Market Promotion 


New York—Westinghouse Elec- 
tric Supply Corp. has announced 
plans for launching the second year 
of the Westinghouse Farm Family 
Night, a promotion plan aimed at 
the farm market which the com- 
pany reports was highly success- 
ful during 1949. Five hundred 
meetings are expected to be held 
in 1950. 

Farm Family Night is a two- 
hour program, conducted by a 
dealer, in which educational films, 
demonstrations, entertainment, 
door prizes and refreshments are 
cecmbined to promote sales of home 
appliances and farm productive 
equipment. 

Last year Wesco dealers spent 
nearly $50,000 on 225 such meet- 
ings, which attracted 67,500 farm 
people. Average attendance at each 
meeting was 300, while the aver- 
age cost of conducting a meeting 
was $175. Although not designed 
to produce on-the-spot sales, the 
company reports they resulted in 
direct sales of more than $500,000 
last year. In addition, dealers re- 
ported that they indirectly pro- 
duced thousands of dollars of ad- 
ditional sales, and were effective 
in building acceptance for electric- 
al farm productive equipment. 


a Milk coolers, de-icers, lighting 
equipment, ventilation systems 
and other productive apparatus 
will be emphasized at this year’s 
meetings. Westinghouse home ap- 
pliances will be promoted as in 
the past. 

To help the dealer organize, 
publicize and conduct his “night,” 
Westinghouse makes available the 
following aids: Invitation letter- 
heads, prospect cards, newspaper 
ad mats, sample publicity releases 
and radio spots, pennants, product 
displays, motor and wiring demon- 
strators, films and booklets. 

Fuller & Smith & Ross is the 
agency. 


Weyerhaeuser Boosts Kendall 


Harry T. Kendall, general man- 
ager of Weyerhaeuser Sales Co., 
St. Paul, has been elected chair- 
man of the board. His place as 
general manager has been taken 
by R. S. Douglas, a vice-president, 
who has been with the company 
since 1923 and in recent years has 
been manager of sales for West 
Coast mills of Weyerhaeuser Tim- 
ber Co., Tacoma, Wash., parent 
organization. 


Lempco Appoints Two 

Lempco Products, Bedford, O., 
has appointed C. D. Burdette, for- 
merly with the sales promotion 
staff of Goodyear Tire & Rubber 
Co., as advertising manager, and 
M. W. Kreeger, at one time ser- 
vice manager of Lempco Products, 
as vice-president and general man- 
ager of Lempco Automotive Inc., 
a subsidiary which manufactures 
automotive parts. 


Four A‘s Incorporates 

The American Association of 
Advertising Agencies has been in- 
corporated as a non-profit mem- 
bership corporation under laws of 
the State of New York, in accor- 
dance with recently adopted reso- 
lutions. Four A’s was established 
as an association in 1917. 


What Do You Know about 
DOOR-TO-DOOR 
SELLING? 


Door-to-door oe, Samay ogg known 
as DIRECT SELLING —is building 
iant volume quickly for many manu- 
ers. It may be your answer to 
dwindling volume, vanishing profits, 
poosing Go and cut-throat competi- 
tion. Di lling is fully explained 
in fascinating booklet—mailed FREE. 
Please write on your letterhead, 


OPPORTUNITY MAGAZINE 


Dept. A-18, 28 E. Jackson BI., Chicago4, Ill. 


iY 


Plans New Publication 


Effective with the October, 1950, 
issue, Periodical House Inc., New 
York, will publish a new magazine 
Revealing Romances, which will 
be sold in combination with Se- 
crets. This will be known as the 
Secrets Romance Group. The new 
magazine will be edited to reach 
the bride-to-be, the bride and the 
young mother—age group 18-25. 


Omaha Adclub Elects Flint 

Kenneth C. Flint, of the Nebras- 
ka Clothing Co., has been elected 
president of the Omaha Advertis- 
ing Club. Other officers are: Cletes 
Haney, Bozell & Jacobs, Ist vice- 
president; Harold Sederlund, 
KFAB, 2nd vice-president, and 
John Henry, Better Business Bu- 
reau, secretary-treasurer. 


Two Join Aubrey, Moore 


Marie Herzog, formerly with 
Needham, Louis & Brorby and 
Beaumont & Hohman, and Philip 
R. Emmons, formerly with the 
State Journal, Lansing, Mich., and 
the Chicago Daily News, have 
joined the copy staff of Aubrey, 
Moore & Wallace, Chicago agency. 


Housing Boom Shown 


New YorK—A nationwide lum- 
ber shortage in addition to a tight- 
ening of supplies of other build- 
ing materials is causing concern 
to home builders in the midst of a 
building boom, Engineering News- 
Record reports in its current issue. 

A survey of 20 major cities made 
by the publication confirms an 
earlier prediction made by the 
magazine’s economists. The sur- 
vey shows there is no serious la- 
bor shortage in prospect. 

Major reason for the mounting 
materials shortages is attributed to 
increased home construction. Pri- 
vate housing contracts have es- 
tablished one new record after an- 
other in the first four months of 
1950, and promise to keep up the 
rate, the publication says. Housing, 
it points out, “has gobbled up ma- 
terials, largely lumber, metal lath 
and concrete block, at an astonish- 
ing rate.” 


ws Other reasons cited include in- 


Causing Shortages 


creased industrial construction, 
bridges, and sewage works; pro- 
longed strikes in the lumber in- 
dustry, and an unusually open 
winter in the East, which permit- 
ted more building than usual. 

The publication points out that 
the mounting reports of material 
shortages and rising prices have 
caused government experts to 
backtrack on predictions they 
made only a month ago that all 
was comparatively well in the 
construction field. 


Names Inland Newspaper 


Inland Newspaper Representa- 
tives Inc. has been named to rep- 
resent the Dispatch, Lexington, N. 
> the general advertising 

eld. 


McConnell, Eastman Moves 


The Winnipeg branch of McCon- 
nell, Eastman & Co. has moved 
from the Confederation Life Bldg. 
to larger quarters in the Trust & 


Loan Bldg. 


ilies 


advertising Age, 


Burnby Canada Names Kelley 


Russell T. Kelley Ltd., Torontg 
will direct an extended campaign 
for Burnby Canada Ltd., in con. 
nection with the opening in To 
ronto of its $500,000 Canadian) 
plant. The client makes electricaj 
cable connections for power lings 
and the electrical industry gen. 
=: Trade publications will be 
u 


une 12, [gam 


Form Philadelphia PR Group 


A Philadelphia Forge of the 
American Public Relations Asso. 
ciation has been formed. Dr. A. V. 
Purinton, of H. D. Justi & 
has been named president; Mary 
B. Reeves, of estern Savings 
Fund Society, vice-president, ang 
William C. Faust, of Geare-Marg. 
ton, secretary-treasurer. 


P&G's Cheer Being Tested 


Cheer, a new detergent of Pros. 
ter & Gamble, is being test sam- 

led in selected markets by Reu- 

m H. Donnelley Corp., Chicago, 
To assure immediate use, the pack- 
age is opened as it is handed 
the housewife. 
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holds back the Soviets’ war...2 


On May Day in Moscow... th 
with the marching might of Red 


is filled with the roar of warplanes. The blaring 
loudspeakers boast of the Soviets’ preparation for 


the inevitable capitalist war. 


Red soldiers and statesmen break bounds and 
treaties, outrage international opinion, provoke 


crisis after crisis... but always 


avoid the ultimate act of aggression. 

Frost thickens on the Cold War, now in its 
third year. The civilized world puzzles over the 
Red paradox of provocation and retreat. 


MAGNOLIA MODERNIZED...No longer 
a leisurely land of moonlight and 
magnolia, the South is booming with 
industry, oil wells, new agriculture, 
“Here Comes 
Hd Fielding L. Wright, 
ississippi. 


retail trade .. . See 
the South,” 


Governor of 


e Kremlin trembles 


troops,andthesky likely solution 


back down, delay, 


technological age... Read stimulating 
article by Maj. Gen. Hugh J. Knerr. 


Bic HAND FROM BIG BUSINEsS...Union 
Oil Co. helps little fellows set up own 
enterprises... Read “Its Partners are 
Taylor-made” by Frank J. Taylor & 
Earl M. Welty. 


SERVICE ACADEMIES OUT-OF-STEP?... 
US 


in 


The traditional training for 
officers may now be out of date 


WESTERN STAR RISES...The current 
westward migration dwarfs Oregon 


In Nation’s Business for May appeared the most 


date...in a significant article ‘“Russia’s Achilles’ 

Heel” by Will Lissner. 
Hunger, says Mr. Lissner, holds back the Soviets 
war. Russian agriculture is no more 


needs some twenty years to arrive 
at a war production basis. To feed 


conquest would take workers away 
from industry. 


of the Russian puzzle advanced to 


efficient than Russian industry, 


an army large enough for world 


Trail; California and Yukon gold 
rushes combined . . . Look for article 
“The Oregon Trail Still Calls’ by 
Richard L. Neuberger. 


Success 1s A sYMBOL... Not 4 
department store, but character and 
confidence was most important asset 
J. Graham built for his daughter. 
“The Things We Build,” by Oscar 
Schisgall . . in June Nation’s Business. 
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Advertising Age, June 12, 1950 


Louisville Adclub Elects 
Bondurant President 

A. P. Bondurant, vice-president 
and advertising director of Glen- 


Distilleries Co. has been| fF , 
mere iat: ofan Aaeen Federal Reserve Figures on Department Store Sales 


Seine be A ree. She = WasHIncton—Improved weather |ern area topped the list. 
lie relations director of the Gird-|C°@ditions and heavy promotional} Fort Worth department stores, 
ler Corp. and Tube Turns Inc., has|S5lling by department stores in|as a result of intensive merchan- 
been made chairman of the board.|S°uthern, midwestern and south-| dising and promotion, turned in a 

Charles E. Morrow, advertising| western states were largely re-|57% sales increase. And dollar 
director of Mengel Co.; Margaret|sponsible for excellent sales dur-|yolume in Fort Worth during the 


DEPARTMENT STORE 


pene 


1935.39 EQUALS 100 


Week to May 27, ’50* p283 
Week to May 28, 49*..275 
Month of April, ’50*..p286 
Morth of April, ’50....p292 
Month of April, °49*..257 
Month of April, °49......293 


pPreliminary. 


Edger, advertising manager of|ing the week ended May 27. previous week this year was up *Not adjusted seasonally. 
Byck’s; Wayne Jackson, advertis-| For the entire United States,|32% over the same week last| [| 
ing manager of Kaufman-Straus,|department store sales were up| year. Shae ars cage 


and Arthur Klein, vice-president|3o a. compared with the same| Even with the 3% gain over| Rost 


Mullican Co., have been named - 5 _ 
ape Beng Sue Ditto and week last year. Not all cities} 1949 volume, however, sales for Springfield 9 -— ; 
Ralph Watters, advertising man-|*howed gains, however, .and the|the week still fell-short of vol- New York Disizict 3 es 3 
ager of the Lincoln Bank & Trust|Picture was more spotty than it) ume for the corresponding week| Newark oc... a ce 
Co., have been reelected secretary|has been for about three months./of 1948.The index figure (1935-| Ruffle. 3S 
and treasurer, respectively. With the exception of Rochester,/39 equais 100) for the week of Rochester net 9 oO 18 

N. Y.’s, 15% increase, no cities in| May 27, 1950, was 283, while the| phiaaciphia biwsice” § IZ = 
Olds Joins Loucks & Norling New England or the Middle At-| figure for the same week in 1948] Philadelphia ............ Se ee 

Howard F. Olds, who formerly lantic states reported sales in-| was 297. ba Fe setae . oa 
directed motion picture produc-| ‘teases. East North Central cities % Change from '49| Cincinnati. aes ae 
tion for Batten, Barton, Durstine recorded slight gains over last Federal Reserve Wey Taay May pee ; = 3 
& Osborn, has joined Loucks &| year; and southern and midwest-| pistrict and City 18 20 27%| Toledo ..... ae eae 
Norling Studios, New York, as|ern markets made somewhat bet-| PNITED Sec” =e 8] Pittsburg ee Be 
production supervisor. ter showings, and the southwest-| New Haven .. 18 —7 —5| Richmond District 2-8 —§ 

Stalin knows it is impossible for his forces to Enough business men like and want Nation’s 
have both bread and arms! Business to give this magazine larger circulation 


Will Lissner bases his conclusions on data than any general business publication, currently 
derived from official Soviet reports. For the last more than 660,000 copies. And more than 90% 
ten years editor of The American Journal of of its readers pay $15 in advance for a three-year 
Economics and Sociology, he is also The New subscription. Its renewal rate of subscriptions is 
York Times’ authority on Russia. the highest in its field. 

We believe this article timely and important. As an advertising medium to business, Nation’s 
Copies of the issue containing it can be obtained _ Business offers more market than any other general 
from any Nation’s Business office for 50c. 


Tue arric.e is typical of the staple content 
of Nation’s Business, which serves more business 
men than any other business publication. 

Nation’s Business is not a news vehicle, nor a 
business manual or guidebook. It is not concerned _ business magazine... reaches more than twice as 
with making bigger and better shipping clerks, the | many men in business as the second publication in 
care and feeding of sales managers, smoothrunning __ its field. And NB circulation not only includes big 
billing systems and material conveyors, or ways _ business... but when you’re all finished with the 
and means of marrying the boss’ daughter and big time .. . there will still be 200,000 or more 
meeting the best people. business men subscribers in small businesses and 

Nation’s Business is a source of background. It _ the small towns—that no other general business 
attempts to apprise the man in business of issues _ magazine reaches. 
and influences which affect all business, of causes 
rather than effects. And it treats comprehensively Narion’s Business readers purchase for their 
the problems which beset the business manin both companies, and for themselves and their families. 
his personal and occupational spheres. Within a _Nation’s Business gives every advertiser effective, 
year, its content may range from flood control to direct, and economical access to the best and 
fallen arches, property values to pension plans, biggest market in the world. 


Russia to robot controls. It tries to interpret the If you don’t know as much as you should about 
significant and important economic, political, and —_ this market and medium, call the nearest Nation’s 
social factors before they become hard facts. Business office ...and the sooner, the better. 


NATIONS BUSINESS 


’ WASHINGTON, NEW YORK, CHICAGO, CLEVELAND, 
aes SAN FRANCISCO AND LOS ANGELES 


Yond p USINESS = 


Washington 0.0.0.0 17 —5 
Baltimore ......... 7 —12 
Atlanta District 7 0 
Birmingham 17 —4 
Miami ............ 23 12 
Atlanta ....... 15 —8 
New Orleans 13 0 
Nashville ............ 20 0 
Chicago District -_ x 2 
Chicago ....... ~ ll 1 
Indianapolis ~ 122 —4 
ge 4 3 
Milwaukee ........ - 14 8 
St. Louis District i” 7 0 
Little Rock ........ vl 33 3 
Louisville ...... = 6 5 
OR) "ea 3 -3 
Memphis 15 —l 
Minneapolis Dis _ 10 2 
" 11 6 

9 —3 


heoubbbantotwerabdutuatSanssecersrshl pone ¥ | 


ll 1 

7 1 

5 —1l 

eae 13 5 

Kansas City .. 7 0 

St. Joseph ......... 26 12 

Oklahoma City - 10 9 

; om 9 1 

Dallas = 16 «orl 

Dall 21 15 

2 r32 

8 —4 

San Antonio ..... 27 12 

San Francisco District .. 7-2 

Los Angeles Area ....... gy 1 

Oakland _............ " 1406 —5 

San Francisco 20 —l 

Portland _ ........... o -—9 

Salt Lake City 20 —9 

| o —5 

rRevised 

*Not available 


‘Sun-Times’ Names Cresmer 

The Chicago Sun-Times has ap- 
pointed Cresmer & Woodward, At- 
lanta, Los Angeles and San Fran- 
cisco, as its southern and western 
national representative. The Sun- 
Times’ own staff handles its na- 
tional advertising in Chicago and 
New York. Sawyer-Ferguson- 
Walker formerly represented the 
Sun-Times in the South and on the 
West Coast (AA, May 15). 


Changes Name of Division 

With the purchase of American 
Coach & Body Co., Cleveland, man- 
ufacturer of truck bodies and 
equipment for public utilities, by 
McCabe-Powers Auto Body Co., 
St. Louis, the pub’ utility divi- 
sion of McCah- wers will be | 
known as P-.«:s-American di- 
vision. 


Appoints Lindsay MacHarrie 

Lindsay MacHarrie has been ap- 
pointed manager of radio and tele- 
vision production of Calkins & Hol- 
den, Carlock, McClinton & Smith, 
New York. For the past five years, 
Mr. MacHarrie was production 
supervisor and television producer 
and supervisor with Young & Rubi- 
cam. 


‘Fortune’ Advances Two 
William B. Clark Jr., on the 
sales staff of Fortune, has been 
named manager of the Chicago of- 
fice. Robert E. P. Elmer has trans- 
ferred to the Chicago sales staff 
from the Philadelphia branch, 
where he worked in the same ca- 
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Floating Billboards 


Can Sell MORE Of Your Products 


When you use these colorful Jive ad- 
vertisements as handouts at point-of- 
sale, you get buying action at the very 
point where your sales situation de- 
mands it! “Floating Billboards” please 
everyone, young and old, get immediate 
buying results. Hundreds of satisfied 
users can tell you they've boosted sales 
with this quality premium. 

Drop them from rooftop or plane, en- 
close them as premiums — get “oomph” 
in your sales promotions. Printed in 
fadeless, crackless pigments. Our Ad 
Service Department will give you ideas, 
samples, imprint information. Write 

<> today to The Pioneer 
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Comics Magazines 
Better, Evaluating 
Committee Decides 


CINCINNATI—Comics magazines 
have improved during the. two 
years of activity of the Committee 
on Evaluation of Comic Books, ac- 
cording to the Rev. Jesse L. Mur- 
rell, pastor of the First Methodist 
Church of Covington, Ky., chair- 
man of the committee, formed in 
1948 following protests from resi- 
dents of Greater Cincinnati against 
the contents of comics magazines. 

Two years ago when the com- 
mittee made its first survey, 52% 
of the comics magazines were found 
to be satisfactory. The group’s most 
recent survey, made a few months 
ago, showed that the percentage 
had risen to 62% satisfactory. 

“We used the careful methods 


of survey and public opinion test- 
ing rather than police methods or 
court action,” Mr. Murrell said. 
“The cooperation of publishers has 
been most gratifying. As a result 
we can report a marked improve- 
ment in the quality of comics mag- 
azines and the trend is continuing 
in that direction.” 


Dallas Adclub Elects McHale 


Thomas J. McHale, advertising 
manager of “Dallas Magazine,” 
Chamber of Commerce monthly, 
has been elected president of the 
Dallas Advertising League. Other 
officers are: James M. Floyd, ad- 
vertising director of Lone Star 
Gas Co., Ist vice-president, and 
Marshall S. Cloyd, vice-president 
in charge of advertising of First 
National Bank, 2nd vice-president. 
Clifton Blackmon, agivertising di- 
rector of the Dallas Chamber of 
Commerce, was reelected secre- 
tary-treasurer. 


| Packaging, Ad 
Importance Told 
to Confectioners 


New YorK—“Packaging should 
be the key to the entire program 
of merchandising, advertising and 
sales promotion,” Jim Nash, pack- 
age designer, told the annual con- 
vention of the National Confec- 
tioners’ Association here June 7. 

Mr. Nash described packaging 
operations as the “connecving link” 
that gives sales impact and moves 
merchandise out of stores ahead 
of competition. 

After drawing attention to the 


importance of brand identification 


and remembrance value, Mr. Nash 
emphasized that the brand name, 
trademark or symb»l should pro- 
vide quick identification. That 
identification, he said, should be 
“so individual that it can be re- 
produced in any color...or in 
black and white, in any size and 
in any place, and still be recog- 
nized.” 


es Mr. Nash warned against too 
many bright colors in a package 
that create confusion and are cost- 
ly. He advised advertisers to use 
package and brand identification 
as the focal point of the sales cam- 
paign to reap full benefits from 
the advertising campaign. Stress- 
ing brand identification, he said 
“strong brand identification, well 
promoted, becomes insurance for 
acceptance.” 

The severest test for a trade- 


Few newspapers in America can point to a 
record of 100 years of continuous publication 
and growth — without merger and without 
change in ownership. A rare distinction in- 
deed, and we're proud of it! 


HOW’S OUR HEALTH? 
The Doc says our arteries are sound — and 
what’s more important, our circulation is 


better than ever. 


TAKE A LOOK: 


DAILY 
CIRCULATION 


A mighty important day, June 15, 
- Our 100th anniversary! 


Le a 


39,249 


Remarkable growth, you'll agree — growth that is important to you, 


APRIL, 1948 


52,238 


APRIL, 1950 


92,647 


because our increased coverage means increased impact for your sales 
messages in the Mountain West. 


So help yourself saleswise by availing yourself of the best newspaper 
advertising buy in this region—the Deseret News—now in its 100th year. 


More and More the Best Newspaper Advertising Buy in the Mountain West! 


THE SALT LAKE 


ESERET NEWS 


Serves the Mountain West — Daily and Sunday 


National Representative: Cresmer G Woodward, linc. 
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mark, according to Mr. Nash, igs 
a television showing. He told the 
convention that a design which 
appears clear and sharp on TY 
will show up well anywhere. 

William E. Hawes Jr., candy 
puyer for Peoples Drug Stores, 
Washington, representing the Na- 
tional Association of Chain Drug 
Stores, told the convention that 
“we firmly believe in giving 100% 
cooperation to nationally adver. 
tised products.” 


@ As an example, he said, Peoples 
last March “ran a two-week con- 
centration sale, as you might call 
it, in cooperation with The Satur- 
day Evening Post. We featured 
and displayed inside the stores and 
in our windows, wherever pos- 
sible, every item that we carry 
that is advertised in The Saturday 
Evening Post. 

“Our success on the sale of these 
nationally advertised products was 
phenomenal,” he reported. “Mind 
you, this is at everyday prices, 
so I am immediately eliminating 
cut prices. I’ll give you some fig- 
ures on the results: 

“In the candy department, Whit- 
man’s Sampler increased 35% for 
the two-week period; in the cigar 
department, De Nicotea cigaret 
holders increased 20%; in our drug 
department, Lisferine antiseptic 
increased 19%; in our toiletry de- 
partment, Old Spice shaving lotion 
increased 37%; Kleenex increased 
9%; Chap Stick increased 6%; 
Fitch’s hair tonic increased 31%; 
or an over-all increase in the toi- 
letry department alone of 12%. 


= “In our sundry department, 
Tampax increased 30%; Dr. West’s 
tooth brushes increased 28%; Tek 
tooth brushes, 24%; Devilbiss at- 
omizer 37%; or a sundry depart- 
ment over-all increase of 27% and 
an average over-all increase in 
all departments on these Saturday 
Evening Post items of 17%.” 

Mr. Hawes said these figures 
prove “that it pays the drug stores 
to cooperate in every way with 
the manufacturer who nationally 
advertises his products.” 

A series of advertisements stress- 
ing the nutritive values of candy 
from the scientific standpoint will 
appear in about 30 medical, dental, 
home economics, nutrition and 
education publications beginning 
next January, it was announced 
at the convention. 

John K. Kettlewell, director of 
the NCA’s Council on Candy, said 
the series of eight ads will cost 
about $100,000. L. G. Maison & 
Co., Chicago, handles the account. 

The campaign will outline the 
latest research information on the 
value of candy in the diet and will 
quote scientific authorities. 

The council gave up its exten- 
sive consumer advertising a year 
ago. 


Names Green, Ostrenga 

Chicago Show Printing Co., Chi- 
cago, has appointed Marvin T. 
Green as general sales manager 
of the advertising division. He was 
formerly assistant general sales 
manager of the company’s Mystik 
adhesive products division. Stan 
L. Ostrenga, connected with John- 
son & Johnson and Industrial Tape 
Corp., has been named national 
sales manager of the automotive 
and industrial division of Mystik 
adhesive products. 


Issues Ad Art Price Book 

The Art Directors Service, a di- 
vision of Curry-Risley, advertising 
designer, 61 Whitehall St., New 
York, has prepared a_ catalog 
which lists costs for virtually every 
type of advertising art from origi- 
nal trademark designs to full-color 
illustrations, labels, letterheads or 
ad layouts. “ADS Price Book” is 
available to pies and allied 
businesses without charge. 


Spolane Moves NY Offices 
Fred’k A. Spolane Co., adver- 

tising agency, has moved its New 

York offices to 50 W. 57th St. 
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TRIP TO PARIS—A trip to Paris for two 

is the first prize in Spiegel’s new $40,- 

000 contest aimed at increasing the num- 

ber of its credit accounts. Large-space 

newspaper ads, placed direct, area run- 
ning in about 125 papers. 


New $40,000 Spiegel 
Contest Announced 
in Papers, Catalog 


CuIcaGo—Spiegel Inc., Chicago 
mail order house, last week 
launched a $40,000 prize contest, 
and announced it via large-space 
newspaper ads in about 125 papers 
in almost as many cities. 

In Chicago, the company used 
a page in the Tribune on Monday, 
a page in the Herald-American 
on Thursday, and has another page 
scheduled for the Sun-Times this 
week. 

The company will continue to 
push the contest—designed to se- 
cure new credit accounts—until 
the closing date, Aug. 1. All regu- 
lar newspaper copy in cities where 
Spiegel maintains stores or catalog 
order offices will carry contest 
slugs. 

In addition, direct mail, tie-in 
plugs on jackpot radio shows 
which make awards of Spiegel 
merchandise, window displays, 
counter cards carrying entry 
blanks, and buttons on sales per- 
sonnel all are being used. 


s The contest has the longest prize 
list of any such promotion run by 
Spiegel. Last year, the company 
conducted a contest in which con- 
testants were required to describe 
how they would furnish a room, 
using merchandise shown in the 
catalog. About $2,500 in prizes 
were offered and it pulled 20,000 
entries. 

As part of the promotion for the 
current contest, Spiegel included 
in its mid-summer sale book an 
insert describing the first prize, 
a trip to Paris plus $1,500 cash:and 
$1,000 credit; the second prize, a 
new Ford, and a $1,000 merchan- 
dise certificate and other prizes 
offered. The insert carries a cou- 
pon entry blank. 

The new mid-summer sale book 
also features lower prices on a 
number of items. A 12%” table 
model video set, for example, is 
$140; a 10” oscillating electric fan 
is $7.88; and a 16” lawn mower 
and 50’ of plastic hose are $15.88, 
as compared with the regular price 
of $18.93. 

New items include a portable 
automatic dishwasher at $159.95, 
foam rubber pillows and a studio 
couch covered in washable plastic. 


WHAS Issues New Rate Card 


, 50,000-watt Louisville 
Station, has issued a new rate 
card with the following changes, 
already in effect: Class B time will 
run from 8 a.m. to 6 p.m. and 
from 10 to 10:15 p.m. Class C time 
is now from 10:15 p.m. to 8 a.m. 
The 2-4 p.m. period, formerly 
Class C time, is now in the Class 
B category. Remaining Class C 
time is sold only on a strip basis 
of five times or more per week. 
Anything less than that qualifies 
for Class B rates. Class A times 
‘and basic rates remain 


Eli Cohan Establishes 
Own Agency in Cincinnati 
Eli Cohan, with Jesse M. Joseph 
Advertising, Cin- 
seems cinnati, for the 
past 34 years, has 
established an 
agency under his 
own name with 
offices in the 
Schmidt Bldg., 
Cincinnati. 

Mr. Cohan be- 
gan with the Jo- 
seph agency in 
1916 as an of- 
fice boy. He was 
instructor of ad- 
vertising at Xavier University, 
Cincinnati, for 10 years. His son, 
Robert, who graduated this month 
from Ohio State University, where 
he majored in advertising and 
marketing, has joined the new 
agency. 


WBBM Appoints Kimble 

Dave Kimble, formerly with Na- 
tional Broadcasting Co., has been 
appointed promotion director of 
WBBM, Chicago CBS station, ef- 
fective June 12. 


Eli Cohan 


|‘People Today,’ New 


Fortnightly, Tested 


New YorK—A new 10¢ pocket- 
size magazine called People Today, 
put out by the publishers of News- 
week, appeared on newsstands in 
a number of test cities last week. 
It is scheduled as a fortnightly. 

The test issue, measuring 4%” 
by 6”, contains 64 pages and car- 
ries 125 photos and 8,000 words of 
copy. 

According to Hugh Beach, head 
of public relations for Newsweek, 
the new magazine is being tested 
in Philadelphia, Los Angeles, Kan- 
sas City, Mo., Salt Lake City, New 
Orleans, Tulsa and other cities. 

People Today plans to “confine 
its contents to the most fascinating 
subject in the world—people.” 


Parker Fur Names Morrow 


Parker Fur Co., Chicago, has ap- 
pointed Tim Morrow Advertising, 
Chicago, to direct its advertising. 
Television will be used. 


TV Film Tax Plan Dropped 


The California State Board of 
Equalization has canceled a re- 
cent proposal to levy a 3% sales 
tax on filmed commercials for tele- 
vision. The action came after ob- 
jections raised by the Los Angeles 
Chamber of Commerce and other 
groups which feared the added 
cost of the tax would drive tele- 
vision commercial business to 
other parts of the country. 


CBS Names Rosenthal, Nelson 


William Rosenthal and Anne 
Nelson have been appointed to the 
newly created posts of assistants 
in business administration of CBS- 
Hollywood. They will assist Ken- 
neth L. Yourd, director of pro- 
gram business administration, and 
Martin Leeds, associate director, 
in business affairs relating to Co- 
lumbia’s radio and television pro- 
grams in Hollywood. 


MATRIX COMPANY 


517 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS — 


‘armer’s 
<daughters (1950) 


Like college girls everywhere, go to art 
galleries as well as clambakes, need nonsense 
garments and gay gadabouts, casuals, pert 
playtimers, shopping styles, nifty numbers 
for the afternoon, a wardrobe complete from 
the am egg-broiling apron to the pm sheer 
and stardust evening gowns. 


Following the fashions closer than their 
grandad did the furrows, the current day 
crop of farm girls has an eye for ensembles, 
a taste for the trim line, an appreciation 
of accentuating accessories . . . are eager for 
new ideas, today’s trends, fashions that fit 
their growing needs and booming budgets. 
And they increasingly turn for style savvy 
to the color photographs and the describing 
text in their family’s favorite agricultural 
publication, SuccessFuL FARMING. 


Successful Farming is edited for better 
farm living no less than for better farm 
business...concentrates circulation in the 
fifteen agricultural Heart states among the 
nation’s best farm families, with most money 
to spend. The income of the million Heart 
states farm subscribers is easily 50%, more 
than the US farm average. And a decade of 
unparalleled production and profits have 
lifted living standards, made the SF families 
prime prospects for any style merchandise, 
gadgets, home furnishings, and decorations. 
For full facts on today’s best class market, 
call any SF office! SuccessruL FARMING, 
Des Moines, NewYork, Chicago, Cleveland, 
Detroit,Atlanta,San Francisco,Los Angeles. 
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Information for Advertisers 


No. 3629. Press Clippings As Mar- 
keting Tools. 

Various uses of press clippings 
as marketing and business tools 
are outlined in this brochure, “In- 
formation About You.” How press 
clippings can be used to build sales 
leads and data, check advertising 
campaigns and analyze public re- 
lations programs are among the 
uses indicated. The brochure is 
offered by Burrelle’s Press Clip- 
ping Bureau, New York. 


No. 3633. Study of Engineering 
Construction. 

The dollar volume of engineer- 
ing construction contract awards 
during the first 19 weeks of 1950 
and 1949 is shown in this study, 
“Engineering Construction Market 
Letter—May, 1950.” Construction 
prospects and trends and a state- 
by-state breakdown of contracts 
let and backlogs are also given. 
The study is offered by Engineer- 
ing News-Record. 


No, 3634. Salt Lake City Area As 
a Test Market. 

This survey analyzes the Salt 
Lake City area as a test market. 
Titled “For Test Tube Accuracy,” 
it gives data on family composi- 
tion and income, home ownership, 
rental groups, banking and saving 
accounts, occupational interests, 
employment, population growth, 
retail sales figures, industrializa- 
tion, and educational standards. 
The study is offered by the Salt 
Lake City Deseret News. 


No. 3635. Study of Northeastern 
Industrial Market. 
This 28-page book by the New 
York Times is a guide to establish- 


dustrial products in the New 
York-northeastern New Jersey 
metropolitan area and the 15- 
state and District of Columbia 
northeastern area. The book also 
shows the productive capacity of 
both areas, employment, payrolls, 
and expenditures for new plants 
and equipment. The book is titled 
“Facts from the Census of Manu- 
factures: 1947 for the New York- 
Northeastern New Jersey Metro- 
politan Area and 15-State and 
D. C. Northeastern Area.” 


No. 3637. Southern California Liq- 
uor Market Analyzed. 

Sales and distribution of liquor 
in the 11 counties of southern 
California, as indicated by month- 
ly state excise stamp sales, are 
analyzed in this survey. It is titled 
“1949 Analysis of Southern Cal- 
ifornia Distilled Spirits Market” 
and is offered by the Los Angeles 
Herald-Express. 

No. 3639. Yardsticks for Good 
Business Paper Advertising. 

Twenty factors to consider in 
preparation of business paper ad- 
vertising are listed in this new 
folder offered by the Associated 
Business Publications. Included in 
its checklist are yardsticks on 
objectives, coherence, illustrations, 
typography, copy, color, product 
uses and correlations. The folder 
is titled “20 Points—A Checklist 
of Factors that Make Business Pa- 
per Advertising Good.” 


No. 3646, Study of Vacation Trips. 

Better Homes & Gardens offers 
a new folder, “Service Sells Trav- 
el,” in which it surveys 1949 va- 
cation travels of its readers. Meth- 
od of travel, length of vacation, 


ing and holding markets for in- 


Note: Inquiries for items listed above will not be serviced beyond July 24. 


USE COUPON TO OBTAIN INFORMATION 


Readers Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following (insert number of each item wanted 


—please print or type) 


and distance of trip are shown. 
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WHATCHA GOT? 
Got some service or equipment to sell? 
Got a yen to move on to greener pas- 
tures? Got to get a man to fill an im- 
portant job? Then tell the advertising 
world about it right here in the classi- 
fied columns of ADVERTISING AGE. 
Result-reports from advertisers prove 
that it gets jobs for men, and men for 
jobs, in all salary brackets and in all 
parts of the country. Being primarily 
& news paper, ADVERTISING AGE’S 
classified columns are read most thor- 


HELP WANTED 


MISCELLANEOUS 


Cy. P.. JENSEN ooccccccccccccccecee LACEMENTS 
Advertising Editorial Sales Promotion 
TOM MCCALL & ASSOCIATES 
The Salesman Placement Service 
8 S. Dearborn St., Chicago 3; CE-6-6973 
Advertising and Sales Promotion Manager 
wanted by leading New York publisher of 
business publications. Must be experienc- 
ed in creating and producing a volume of 
tales promotion material, advertising 
males presentations and magazine adver- 
tising. Send full details with recent snap- 

shot (to be returned) to 
Box 3171, ADVERTISING AGE 
1l E. 47th St., New York 17, N. Y. 


1 ACCOUNT EXECUTIVE 
Recognized, established “Small” Agency 
aas expanded to larger offices with com- 
plete art and production facilities. Desires 
one experienced account executive look- 
.ng for permanent affiliation with aggres- 
sive firm. All replies confidential. 

Box 3187, ADVERTISING AGE 
200 E. Llinois St., Chicago 11, Ill. 


FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
of positions for men and women 
abash Fr-2 0115 Chicago 


Space Salesman— Wanted by old establish- 
ed eastern publisher industrial magazines 
to cover mid-west out of Chicago. Young, 
energetic man. State full record, educa- 
tion. 

Box 3192, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y. 


All types 
185 N. W 


PERSONALIZED SERVICE 

We have clents looking for outstanding 

wndividuals in Merchandising, Advertis- 

.ng, Sales Promotion and Management. 
**AND** 


Writers, Publicity, Public Relations,.Me- 
dia Art and Production talent. 

THE HONES COMPANY 
14 E. Jackson Blvd. Chicago 4, Ill. 


ADVERTISING SALESMAN 

Must be proven top calibre, experienced 
on business papers. Will be given full 
responsibility of home office (Chicago) 
-err.tory and a genuine opportunity to de- 
velop to a high sales executive position. 
State prev.ous salary, salary desired, age, 
experience, and other details. 

Box 3193, ADVERTISING AGE 

2v0 E. Illinois St., Chicago 11, Ill. 


FINE AGRICULTURAL ART 
Write for Folder of Stock Illustrations 
John Andrews 1504 Dodge Omaha, Nebr. 


BLACK LIGHT SPECIALIST 
Creates ideas & finished art for posters, 
murals & displays. Jo Engle, 3638 N. Kim- 
ball Ave., Chicago 18, Ill. KE-9-3378. 
HUMOROUS CARTOONS—Top-quality. 
Mats or proofs. Write for catalog contain- 
ing over 100 cartoons. Also, cartoons and 
illustrations drawn to order. CARTOON 
| eas 4616-A Laurel St., Bellaire, 

‘exas 


NEED EUROPEAN INFO? 
Researcher, business, professions, visiting 
Germany, etc., July. John T. Vogel, 49 
West 55th St., New York 19, New York 
Circle 5-8462 


Two 
SALESMEN 


Midwestern publisher of in- 
dustrial magazines has splen- 
did opportunity for an expe- 
rienced space man in both his 
Cleveland and New York of- 
fices. Only men able to sell 
competitively with high pro- 
duction and good earning rec- 
ords will be considered. 


Box 7640, Advertising Age 
200 E. Illinois St. 
Chicago 11, Ill. 


ADVERTISING MANAGER 

for national publication (ABC-13,000). In- 
vludes space ‘selling, promotion and cir- 
-ulat.on. Home office Phila. Send resume 
and complete details. 

Box 3194, ADVERTISING AGE 

1l E. 47th St., New York 17, N. Y. 

ADVERTISING & PUBLISHING 

FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS—PLACEMENTS 
209 S. State St. Harrison 7-2vu63 Chicago 

POSITIONS WANTED 

ART DIRECTOR-—Well experienced, wants 
work that 1s rugged and a worthwhile 
vonnection. Thoroughly familiar with 
all layout mediums, purchasing art, black 
and white and color photography, in- 
cluding production. Have handled 4 color 
national ads, trade and newspaper ads, 
car cards, billboards and direct mail ad- 
vertising with 4A agency. 20 years ex- 
perience. Operated own studio for 8 
years. Married—salary open—would pre- 
ter Chicago. 
Box 3190, ADVERTISING AGE 
2uv E. Lllinois St., Chicago 11, Ill. 


Advertising and Sales Promotion Execu- 
tive. Probably never will be “seasoned”, 
certainly not “‘mellowed’’, but thoroughly 
experienced. 

Box 3191, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


Advertising, Mdsing, Bus. Adm. strong 
ideas, copy. 27, coll. ed. Retail Mail Order, 
Mfg. exp. 


Box 3195, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
TRAVELER. Young man, employed mar- 
ket research, desires job calling for travel. 
College grad. Sales, PR minded; versatile 
researcher, writer. Has new car. 

Box 3196, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


EXPERIENCED ADVERTISING & 
SALES PROMOTION MANAGER 
Exceptionally well rounded background. 
Over 15 years with national advertisers 
and agencies. Familiar with a variety of 
fields. Copy, all details, trade paper, 
direct mail, publicity etc. University 
trained, family man with moderate in- 
come requirements 
Box 3197, ADVERTISING AGE 
200 E, Illinois St., Chicago 11, Il. 


MISCELLANEOUS 


FOR 
LATIN AMERICAN 
PUBLICITY DISTRIBUTION 
Aureliano Rivera 4, Mexico 20, D. F. 


oughly—AND GET RESULTS! 


Advertising Manager for 7 day morning- 
evenin per in growing midwestern city. 
Job calls for the right experience in newspaper 
or agency field, good knowledge of retailing, 
sales promotion, and dealer relations. Expe- 
rienced staff now on the job. Successful appli- 
cant will handle national accounts and have 
supervision of both local display and classified 
managers. Man under 40 preferred. Sala 
open. Send full information in first letter. Al 
inquiries strictly confidential. 


Box 7636, ADVERTISING AGE 
200 E. IIlinois St., Chicago II, Ill. 


AN 
EXCEPTIONAL OPPORTUNITY 


One of the country's 
largest manufacturers of 
automotive parts and ac- 
cessories has an opening 
for a man experienced in 
the creation and produc- 
tion of sales promotion 
material. 

He should be familiar 
with the merchandising 
and service problems of 
the retail and wholesale 
automotive trade. The 
plant is located in the mid- 
die west. 

Be sure to give complete 
background of experience 
and expected starting sal- 
ary in your letter of appli- 
cation. 

Box 7637 
ADVERTISING AGE 
200 E. Illinois St. 
Chicago 11, Ill. 


EDITOR 


Midwestern publisher of in- 
dustrial production paper re- 
quires editor-in-chief. Must 
be familiar with factory proc- 
esses, material handling, both 
indoor and outdoor, and work 
routing methods. Please send 
full experience outline, pic- 
ture, and salary requirements, 
first letter. Our organization 
knows of this ad. Your reply 
will be confidential. 


Box 7639, Advertising Age 
200 E. Illinois St., 
Chicago 11, Ill. 


ADVERTISING AGENCY EXECUTIVES 


There’s an opportunity for you, in a respon- 
sible management capacity, in the Chicago 
office of a large nationally known agency: 


IF you are a competent, experienced advertising man of good 
reputation and know the agency business thoroughly— 


IF you are strong on creative ideas and merchandising, and in 
contacting and servicing substantial accounts— 


IF you believe your present (and prospective) accounts would 
benefit through the greater facilities and talent in art, copy, 


research, m 


ia, etc., available in a top grade agency— 


THEN you may be interested in merging your business and your 
ability with this agency of fine reputation, strong financial 
resources and exceptional creative ability. 


You may write to us direct, in strictest confidence, or have 


your attorney make the initial 


contact. Box 7638, Advertising 


Age, 200 E. Illinois St., Chicago 11, Ill. 


WANTED 
SPACE SALESMAN 


by publisher of several business Pe 
pers. Must have car and devote full 
time covering OHIO, MICHIGAN, and 
INDIANA territory. Commission $7000- 
$10,000. Prefer man 30-40, residing in 
Cleveland. Send complete details and 
references in first letter. 


Box 7623, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, IIL 


AUTHORS’ AGENT INVITES ADVERTISING 
AGENCIES TO SEND THEIR RADIO AND 
TELEVISION REQUIREMENTS WHERE FREE 
LANCE SCRIPT WRITERS ARE NEEDED. IN 
CONTACT WITH TALENTED WRITERS 
EVERYWHERE. 


THAN 
814 - 44th Avenue, San Francicso 21, Calif. 
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Good Taste in Advertising 
Excerpt from a Talk to the Advertising Federation 


vertising 


license. .. 
What I mean is this: 


pretty foolish. 


and we can prove it. 
petitively. 


for the circus. 


words. 


of America by Fairfax M. Cone, Foote, Cone & Bel- 
ding, and Chairman, American Association of Ad- 


Agencies 


I think we can do more than the Federal Trade Com- 
mission to keep advertising honest and in good taste. 

I think we can make it an advertising club membership 
principle to shun even that thing called advertising 


Last week on three successive pages of the New York 
; Times I saw the very same 12%” 
“a big 12%,” a “huge 12%,” and a “giant 12%”. 

That, I submit, is hardly downright dishonest. But it is 


television screen called 


Let’s call a 12% a 12% and be done with it. 

Let’s call things “big” or “huge” or “giant” only when 
they are big or huge or giant—in legitimate comparison. 

Let’s call them new only when they are new. 

Let’s call them improved only when they are improved— 


Let’s call prices low only when they are low—com- 


And let’s save “amazing,” “sensational” and “stupendous” 


Just as surely as dishonest advertising contaminates 
honest—blatant, foolish adjectives destroy the worth of 


I would like to see the advertising clubs of America set 
up groups to watch for advertising foolishness—and when 
they find it, laugh it out of being. 


St. Paut, Minn.—A heavy radio 
schedule on more than 50 different 
stations heads up an extensive ad- 
vertising program for Hamm’s beer 
for the spring and summer months, 
C.yde E. Rapp, advertising director 
of Theo. Hamm Brewing Co., has 


/ announced. 


For this promotion a variety of 
sportscasts, swing club sessions 
and play-by-play baseball shows 
have been purchased. Hamm’s has 
signed to co-sponsor baseball 
broadcasts in Duluth, St. Paul and 
Moorhead, Minn.; Fargo, N. D.; 
Sioux Falls, S. D.; and Wichita, 


COPYWRITER 


of Group Head calibre 


WANTED 
by one of America’s top ten agencies 


FOR CHICAGO OFFICE 

This is the kind of creative job 
that has everything to commend it 
—the number one writing spot on 
an advertising giant in an interna- 
| tionally known 4-A agency. Salary 


————- 


is open . . . increases are made in 
recognition of ability . . . employee 
benefits are extensive. 

You must be a “senior” writer, 
perhaps between 30 and 40... with 
at least 5 years of agency experi- 
ence ... and capable of doing more 
than just a workmanlike job. You 
must be a fountain of ideas—good, 
practical ones. You must get along 
with people from VPS to office 
boys. And you can back up your 
claims of ability with a record of 
past performances. 

‘If this is too big an order for you, 
don’t waste your time—or ours! 
Samples in bulk not wanted—only 
your best! 

vw WRITE FULLY .. . and informa-* 
tively enough to show that you 
qualify. An interview will be ar- 
ranged if you sell yourself in your 
first letter. 

Box 7642, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


TV onecro 


> Agencies foreseeing the coming 
impact oO; television on aaver- 
tising strategy, are preparing 10 
render their chenis a iuly inte- 
grared service. rormer agcy. 
exec., NOw On I¥ producing 
start, wil neag agency IV aept., 
coordinate omer media, pians, 


presentations. Salary $12,000. 
Box 7641, ADVERTISING AGE 


11 E. 47th St., New York 17, N.Y. 


——— 


Hamm Plans Extensive Summer Promotion 


Kan. Sportscasts and news broad- 
casts have been purchased from 
California to Wisconsin on an in- 
dividual market basis. The Inter- 
mountain Network is included. 


# Television will also be used, Mr. 
Rapp reporied. Play-by-play base- 
ball and “Top Views In Sports” on 
WTCN-TV, Minneapolis, and “Pro- 
jectall News” on KNBH, Los An- 
geles, are on the Hamm schedule, 
and other stations will be added 
later. 

Transit Radio is being used in 
Houston and Omaha. 

In addition, Hamm’s is’ using 
four-color, full-page advertise- 
ments in Look and will have a 
spread in the June 20 issue. Out- 
door posters, painted boards and 
point of purchase pieces are also 
being used. 


Davidson Heads Premium 
Association for 4th Term 


Premium Association of Amer- 
ica, New York, has reelected all 
officers to serve for the 1950-51 
term. John Davidson, premium 
manager for Colgate-Palmolive- 
Peet Co., will head the association 
as president for the fourth consec- 
utive term. 

Other officers returned to their 
posts are: Robert Brenner of B. 
T. Babbitt Inc., vice-president; T. 
V. Hartnett of Brown & Williamson 
Tobacco Corp., vice-president; E. 
C. Stevens Jr. of International Sil- 
ver Co., vice-president; Charles 
Wesley Dunn as general counsel; 
Frank T. Dierson as assistant gen- 
eral counsel; and W. Parlin Lil- 
lard, sales promotion manager of 
General Foods Corp., treasurer. 


NAB Reports 384 Stations 
Air Foreign Language Shows 


The National Association of 
Broadcasters reported last week 
that 384 radio stations carry regu- 
larly scheduled programs in 33 
foreign languages. 

The survey of foreign language 
broadcasts, made by NAB’s re- 
search department, covers 1,779 
AM and FM stations. Copies are 
being mailed to time buyers. 


Broadcasters Elect Newens 


Williams J. Newens, station 
manager of KOIL, Omaha, has 
‘been elected president of the Ne- 
braska Broadcasters Association. 
Les Walker, KFGT, Fremont, has 
been named vice-president, and 
|Paul Fry, KBON, Omaha, secre- 
tary-treasurer. 


‘This Week’ Shows 
Growth of Cigaret 
Sales by Grocers 


New YorK—Sales of cigarets in 
grocery stores are increasing more 
than cigaret sales generally, in part 
because grocers feature cartons. 

This is shown by This Week 
Magazine in a report on a study 
it made by questionnaires sent to 
five chain store organizations and 
four wholesale grocers operating in 
30 states. 

The report points out that many 
women who smoke tend to buy 
cigarets with groceries and that 
cigarets are now getting more 
prominent display in grocery 
stores than ever before. 

The study shows that from 50% 
to 95% of grocers’ sales of cigarets 
are made in cartons. Estimated 
savings to consumers buying by 
carton ranges from nothing to 14¢ 
per carton. As for experience with 
half-carton packs, replies showed 


many grocers haven’t stocked such 
five-pack units and most of those 
who have find them slow sellers. 


s Total sale of cigarets through 
the nine organizations more than 
quadrupled from 1945 through 
1949, from 3,488,241 cartons to 14,- 
334,952. Only four of these organ- 
izations handled cigarets for the 
entire five years, however. For 
these four, sales advanced 166%, 
while total U. S. production rose 
only 16%. 

Chains responding to the maga- 
zine’s study are Albers Super Mar- 
kets, Colonial Stores, Food Fair 
Super Markets and Grand Union. 
The wholesalers studied are Frank- 
ford Grocery Co., Malone & Hyde, 
Roundup Grocery Co. and Winston 
& Newell Co. 


WFNS Appoints Springer 

Roy D. Springer, formerly in 
the commercial department of 
WRAL, Raleigh, N. C., has been 


named commercial manager of 
WFNS, Burlington, N. C. 


Hunter Heads Round Table 


William R. Hunter, circulation 
director of the Haire Publishing 
Co., has been elected president of 
the New York Circulation Round 
Table, a group sponsored by the 
Associated Business Publications. 
Florence Sanders, circulation man- 
ager of Chemical Industries, has 
been named vice-president. 


Appoints Burt Avedon 


Burt S. Avedon has been named 
advertising director of the Har- 
vard Business Review, Boston. He 
succeeds James A. Schulke, who 
has resigned to join Young & Ru- 
bicam, New York. 


McGraw-Hill Moves Alcorn 

Richard C. Alcorn, formerly in 
McGraw-Hill Publishing Co.’s 
New York office, has been trans- 
ferred to the San Francisco of- 
fice. 


First Agency Group to Meet 

First Advertising Agency Group 
will hold its annual convention 
July 11-14 at Hotel Lafayette, Long 
Beach, Cal. 


Just what you need for your file copies! 
Each handsome, simulated leather binder holds 26 issues of ADVERTISING AGE. 
Opens FLAT so that you can easily refer to each issue and to each page within 


each issue. 


Takes only a few seconds to insert or remove copies. 
Good-looking—yet tough—made to take it. Decorated with gold-stamped ADVER- 
TISING AGE logo on cover and backbone, and either ‘‘JAN-JUNE"’ or “JULY- 
DECEMBER" on backbone. 


While They Last! 


Special Reduced Price 


$2.75 for one binder . . . $5 for set of two 


(formerly $3.50 each binder) 


We pay the postage anywhere in the United States or Canada 


—- ORDER TODAY! 


ADVERTISING AGE 
200 E. ILLINOIS STREET 
CHICAGO 11, ILLINOIS 
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[_] One Binder $2.75 
(for 26 issues) 


Please send immediately to 
Ea | 


[-] Bill me later 


cee AP a 


[_] Two Binders $5 
(for 52 issues) 


BINDERS 
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Greater Volume of Direct Mail Seen by Users 


New Yorxk—More than 83% of 
the leading users of direct mail 
advertising in this country expect 
a business upturn in the fall, ac- 
cording to a survey by Mailings 
Inc., mailing list specialist. 

Mailings said responses to a 
questionnaire gave the following as 
reasons for optimism: Continued 
higher national income; emergence 
of a slight inflationary trend due 
in part to heightened defense prep- 
arations, and the favorable busi- 
ness atmosphere attendant on im- 


portant elections. 

The companies warned, however, 
that optimistic forecasts for direct 
mail might be upset if threatened 
increases in postal rates are put 
into effect. 


Agency Adds Poultry Division 
Lindsay Advertising Agency, 
New Haven, Conn., has added a 
new division to handle poultry ac- 
counts, headed by Tom Mahoney, 
poultry raiser and former account 
executive with Campbell-Sanford 
Advertising Co., Chicago. 


COMMERCIAL 
FISHING 
INDUSTRY 


1948 


VV MORE ADVERTISING SPACE 
V MORE INDIVIDUAL ADVERTISERS 
than other 


any 
Fishing Magazine 


'F. B. WARREN 

New York—Frederick B. War- 
ren, 65, field representative of the 
American Newspaper Publishers 
Association, and onetime publisher 
of the St. Louis Star-Times, died 
here of a heart attack after a brief 
illness, 

Born in Washington, N. C., Mr. 
Warren began his career at 18 in 
Norfolk, Va., as a reporter. Before 
World War I he acquired the St. 
Louis Star, now the Star-Times, 
and was its publisher for several 
years. He sold the newspaper and 
joined Samuel Goldwyn as a dis- 
tributor of films in the United 
States and Europe. In 1938 he 
joined the ANPA as a field rep- 
resentative. His brother, Linsay 
C. Warren, is United States Con- 
troller General. 


WILLIAM F. HOFFMAN 
Syracuse, N. Y.—wWilliam F. 


Hoffman, 65, former executive of 


the Herald Co., publisher of the 
Syracuse Herald-Journal and Sun- 
day Herald-American, and owner 
of the Syracuse Chiefs of the In- 
ternational Baseball League, died 
here June 5. He entered the news- 
paper business in 1898 as a copy 
boy with the Staats-Zeitung, New; 
York German language newspa- 
per. In 1939 he became president 
and publisher of the Long Island 
Press, Jamaica, and the Long Is- 
land City Star-Journal; treasurer 
of the Star-Ledger, Newark, N. J., 
and secretary of the Herald-Jour- 
nal here. He retired from the 
newspaper business ip 1946. 


FRANK I. SEFRIT 


BELLINGHAM, WasH.—Frank I. 
Sefrit, 82, vice-president and gen- 
eral manager of the Bellingham 
Herald, died May 27 after a short 
illness. 

For nearly 40 years an executive 
at the Herald, he had been active 


The 
Famo 


Are Sold 


These are names you know—these are 
products you and all of America respect 
and buy. These are among the most 
astute investors of advertising money in 
the world—and they are all users of 
National Highway Displays! The reason 
is simple: National Advertising Com- 
pany has far the finest and most exten- 
sive facilities for erecting and maintain- 
ing, anywhere in America, highway 
displays with the added impact of 
Scotchlite* Reflective Sheeting. National 
Highway Displays will sell your product 
anywhere, day and night, at very low 
cost. It will pay you to write, wire or 
= National Advertising Company, 


aukesha, Wis. 


*Reg. Trademark of Minnesota 
Mining & Mfg. Co., St. Paul, Minn. 


ON 
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ALEMITE + AUTO-LITE 
BUICK - CHEVROLET 
CHRYSLER - DODGE 
DU PONT 

FISK TIRES 

FORD 

HUDSON 

LINCOLN - MERCURY 
MILLER BREWING 
NASH - OLDSMOBILE 
PENNZOIL 


WILLYS -OVERLAND 


STUDEBAKER - U.S. TIRES 


and many others! 
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in the business until recent weekg 
At one time associate editor ang 
manager of the Salt Lake 
Tribune, he moved to Washingto, 
for his health and in 1911 hel 
negotiate consolidation of the 
Evening American and Mo 
Reveille with the Herald, and he 
remained to operate the three » 
a unit of the Perkins Press, owneg 
by S. A. Perkins, Tacoma. 
Survivors include two song 
Charles, business manager of the 
Herald, and Ben H., city editor. 


HAZEN H. MORSE 

New York—Hazen H. Morse, & 
former promotion manager of the 
New York World-Telegram ang 
Sun, died June 5 at his home jp 
Baldwin, L. I. 

He joined the old New York 
World in 1908 after graduating 
from Cornell University, and 
worked in the paper’s advertis- 
ing promotion department. When 
the World suspended, he joined 
the Providence Bulletin and later 
the New York Daily Mirror, be- 
fore becoming a member of the 
promotion staff of the World- 
Telegram. He retired Feb. 1. 


DAISY NIRDLINGER 

Sr. Louis—Daisy Nirdlinger, 70 
organizer and first president o 
the Women’s Advertising Club o 
St. Louis, died of heart diseas 
June 1 on her farm at Imperial 
Mo. 

Miss Nirdlinger retired in 193{ 
from a vice-presidency of Fisher: 
Wilson Advertising Co. She wa; 
one of the first women in St. Loui; 
to enter the field of advertising. 


HENRY A. SANDERSON 

Cuicaco—Henry A. Sanderson 
head of his own creative servic 
here, died May 30 in St. Mary’ 
Hospital, Rochester, Minn. Befori 
starting his own business a yea 
ago, he was art director of Behe 
& Waldie & Briggs and also hai 
been art director for Leo Burnet 
Co., MacFarland, Aveyard & Co 
and Foote, Cone & Belding. 


FRANE .D. RANDALL 

Los ANGELES—Frank D. Randall, 
West Coast sales manager for Cur- 
tis Publishing Co., died at his 
home on June 1. His retirement 
after 31 years with Curtis was 
to become effective the next day. 


JOHN G. WILSON 

CAMDEN, N. J.—John G. Wilson, 
50, executive vice-president of Ra- 
dio Corp. of America in charge of 
the RCA Victor division, died June 
1 at his home in Wynnewood, Pa. 

Mr. Wilson joined RCA in 1944 
as administrator of accounts and 
finance for RCA Victor after near- 
ly three decades in the field of 
merchandising and finance. In 1945 
he was named operating vice-pres- 
ident and two years later was pro- 
moted to vice-president and gen- 
eral manager. In January, 1949, he 
rose to executive vice-president. 

Before joining RCA, Mr. Wilson 
had been vice-president of United 
Wallpaper Co. and prior to that 
controller for Montgomery Ward 
& Co., Chicago. 


JOSEPH C. EGGLESTON 

MEMPHIS—Joseph C. Eggleston, 
43, commercial manager of radio 
stations WMC and WMCF and 
television station WMCT, died here 
June 4 of a heart attack. 

Mr. Eggleston joined the na- 
tional advertising department of 
the Commercial Appeal in 1935 
and was named commercial man- 
ager of WMC in 1936. Prior to 
1935 he was associated with the 
Branham Co. in the newspaper 
field. 

In addition to being active in 
local civic, charitable and religious 
affairs, he was past-president of 
the Exchange Club of Memphis 
and an officer of the advertising 
club and sales managers club of 
Memphis. 
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MOTION MESSAGE—Flash-O-Graph Corp. 

designed this display geared to com- 

bine product action with a motion mes- 

sage. The cardboard hood houses a spe- 

cial apparatus that animates both type- 
writer and message unit. 


2nd ‘Deseret News’ 
Consumer Study Out 


SaLtt LaKe Criry—The Deseret 
News has issued its second annual 
“Consumer Analysis of the Great- 
er Salt Lake City Market” con- 
taining data on consumer buying 
habits, brand preferences, mer- 
chandise availability and similar 
information on the market. 

The study is similar in scope— 
and comparable in many respects 
—to the consumer analyses made 
periodically by newspapers in 12 
other markets. The information is 
carried under eight classifications: 
market data, food, soaps, toiletries, 
appliances, automotive, clothing 
and general. 

A number of new product groups 
have been added this year and 
data from the 1949 survey is in- 
cluded wherever possible, so that 
information on buying trends in 
the past year is easily available. 


= Highlights of the study (figures 
are approximate): 

Among families that purchase 
fresh frozen orange juice (the 
majority of whom are in the higher 
income group), more than 40% 
had no brand preference. Pictsweet 
was preferred by about 19%, Min- 
ute Maid by 9%, Pasco by 8% and 
Real Gold by 3%. 

The number of families who use 
Tide for dishes (when asked what 
cleaning preparation is preferred) 
jumped from 13.5% in 1949 to 26% 
this year. Vel declined from 30% 
to 22% and Dreft dipped from 22% 
to 15%. 

Lux continued to lead the field 
of soap products used for fine 
fabrics, with 31% of the families 
queried preferring the product. 
Tide jumped in popularity from 
7% to 15%. Ivory Flakes moved 
up from 12% to 15%, but Ivory 
dropped from 12% to 1.4%. 

In the toothpaste group, Amm- 
i-dent moved into fourth place. 
The lineup for 1950: Colgate, 
about 47%; Pepsodent, 15%; Ipana, 
13%; Amm-i-dent, 9%; Listerine, 
2%; Avon, 2%, and Kolynos, more 
than 1%. 


Brown to Join Campbell Soup 


Alice W. Brown, formerly with 
Dole Hawaiian Pineapple Co., San 
Francisco, will join Campbell Soup 
Co., Camden N. J., on June 26 as 
home economist to direct all home 
economics activities of the com- 
pany. 


Two Appoint Palm Agency 


Lavallee & Ide, Chicopee, Mass., 
manufacturer of precision ground 
reamers, and Buckens Mfg. Co., 
Bridgeport, Conn., maker of letter 
opening devices, have placed their 
advertising with Charles Palm & 
Co., Hartford, Conn. 


Leserman Joins Rogel 


Philip Leserman III, former ex- 
ecutive director of Attitudes Inc., 
New York, has been named general 
sales manager of Max Rogel & As- 
eae, Newark publicity con- 

rm. 


Sealed 42-Pound 
Buiter Wrapping Is 
Proravied in Seattle 


SeaTTLE—Turner & Pease Inc. is 
running a brief, intensive advertis- 
ing promotion here for a new half- 
pound butter package. The cam- 
paign uses a full page in the Seat- 
tle Times, spot radio on network 
stations, commercials on KING- 
TV, plus trade paper advertising. 

The package provides a sealed 
waxed paper overwrap around two 
quarter-pound butter cubes that 
have been individually packed in 
conventional parchment paper. 
Hitherto, Turner & Pease has put 
out its Meadow Brook butter in 
cubes in a one-pound carton. 

The new half-pound package is 
being promoted as the “first im- 
provement in butter-packaging in 
25 years,” providing a hermetical 
seal for protection. 

The account is handled by the 
Taskett Agency. 


42 Products Adds Prochnow 


Ray Prochnow Jr. has been ap- 
pointed assistant to Carl Mitchell, 
director of advertising and public- 
ity for 42 Products Ltd., Los An- 
geles. Mr. Prochnow was formerly 
assistant advertising manager of 
Capitol Records. 


Roher to Channel Master 


Daniel S. Roher, formerly with 
Bergman-Jarrett Co., New York 
agency, has been appointed by 
Channel Master Corp., Ellenville, 
N. Y., manufacturer of TV anten- 
nas, as advertising manager. 


Vesper Records to Shrager 


John Shrager Inc., New York, 
has been named by Vesper Rec- 
ords Inc., New York, to direct 
its television and national adver- 
tising in magazines, newspapers 
and trade publications. 


Names Rolley & Reynolds 


Herock Mfg. Co., Phoenixville, 
Pa., manufacturer of Herock paints 
and paint products, has placed its 
certs with Rolley & Rey- 
nolds, Philadelphia. 


NBC-TV Appoints Knox 


Neil Knox has been named a 
salesman in the eastern sales de- 
partment of National Broadcasting 
Co.’s television network in New 
York. He was formerly television 
personnel supervisor for NBC. 


Berlin Joins Beam 

James B. Beam Distilling Co., 
Chicago, has appointed Irving 
Berlin, formerly vice-president of 
W. P. Squibb Distilling Co., as 
head of its bulk sales division for 
the United States. 


Watson Promotes Bender 
Ralph Bender, southeastern 
United States sales representative 
of the Watson Mfg. Co., James- 
town, N. Y., has been promoted to 
vice-president in charge of sales. 
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Two Name Heggie Agency 
Heggie Advertising Co., Toronto, 
has been appointed to handle bus- 
iness paper and direct mail adver- 
tising for Canada Sand Papers 
Ltd., Preston, Ont., maker of Dia- 
mond grit coated abrasives, and 
full-page insertions in electrical 
publications for Canadian Triangle 
Wire & Cable Co., Toronto, maker 
of conductors, conduits and cable. 


Ao SCRIBE creates and pro- 
duces better - than - average 
sales promotion and advertising 


smaller firm's budget. Ask for 
details ...on your letterhead. 


AD SCRIBE-Box 254-N. Canton, 0. 


iT PAYS TO USE Photo Gelatin pRintine 
MORE VALUE, MORE BEAUTY—FOR YOUR MONEY 


IRVING WOOLF & CO. 


CHICAG 5. DEARBORN ST 
LOS ANGELES 6/69 LEXINGTON AVE 
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Publisher 


Baltimore News-Post 


First in Circulation... First in Coverage in the 6th Largest City 


A HEARST NEWSPAPER REPRESENTED NATIONALLY 
BY HEARST ADVERTISING SERVICE 


Offices in principal cities: Philadelphia * Baltimore * Boston * Chicago * Detroit 
los Angeles * New York * Pittsburgh * San Francisco * Seattle * Fort Lauderdale, Fla, 
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Kenrow Names Stanford |Two Appoint Mayers Agency 


Kenrow Inc., Atlanta, Motorola | Mayers Co., Los Angeles, has 
distributor for Georgia, has named| been named to handle the adver- 
James E. Stanford, formerly with |tising of Meyenberg Milk Products 
the advertising staff of the At-|Co., San Francisco, and Austin 
lanta Journal, as advertising and| Portrait Studios, which operates 
sales promotion manager. 35 studios in California and Utah. 


is GOING PLACES... 


SPACE is UP— 
CIRCULATION is UP— 
READER REACTION is UP— 


All this ADDS UP to one 
thing. To up sales, use C&T, 
it’s going places! 


COSMETICS: &- TOILETRIES 


More Effective—because it is more SELL-ective 


rr hreaeathey New York 1, N.Y. + MU 3-8700° 


One of the 10 HAIRE Merchandising Publications 


Newspaper-Owned 
TV Stations Meet 
to Form Syndicate 


Los ANGELEsS—Norman Chand- 
ler, publisher of the Los Angeles 
Times and president of KTTV, has 
called a meeting here today (June 
12) of managers of 25 newspaper- 
owned television stations through- 
out the country to set up a co- 
operative television program syn- 
dication operation, and appoint an 
executive group to coordinate pro- 
gramming among the participating 
stations. 

Mr. Chandler will propose that 
shows be financed by the group on 
a proportionate basis. It is not 
contemplated that the operation 
will function as a network, al- 
though close cooperation between 
stations in matters of programming 
will be sought. 

The new organization will be 
called Consolidated Television 
Pictures Corp. and will operate at 
the Nassour Studios, recently ac- 
quired by KTTV Inc. 

Invited to the meeting are rep- 
resentatives of these stations: 


KRON-TV, San Francisco Chronicle; , 
KLEE-TV, Houston Post; WMAL-TV, 
Washington Star; WBAP-TV, Fort Worth | 
Star-Telegram; WMCT-TV, Memphis Press | 
Scimitar; WDEL-TV, Lancaster, Pa., News- 
papers Inc.; WAGA-TV, Miami; WGN- 
TV, Chicago Tribune; WHAS-TV, Louis- 
ville Courier-Journal; WDSU-TV, New 
Orleans Item; WMAR-TV, Baltimore Sun; 
WSPD-TV, Toledo, and Detroit, Fort In- 
dustry; WWJ-TV, Detroit News; WTCN- 
TV, St. Paul Dispatch; WDAR-TV, Kan- 
sas City Star. 

KSD-TV, St. Louis Post-Dispatch; KOB- 
TV, Albuquerque Journal; WBEN-TV, 
Buffalo Evening News; WPIX, New York 
News; WSYR-TV, Syracuse Post- 
Journal; WHEN-TV, Syracuse, Meredith 
Publishing; WFMY-TV, Daily News, 
Gainsborough, N. C.; WCPO-TV, Cincin- 
nati Post; WBNS, TV, State Journal, Col- 
umbus, O.; WTVN-TV, Erie Dispatch; 
WEWS, Cleveland Press; WHIO-TV, Day- 
ton News and Journal Herald; WKY-TV, 
Oklahoma City Oklahoman; WJAC-TV, 


Tribune, Johnstown, Pa.; WCAU-TV, 
Philadelphia Bulletin; KRLD-TV, Dallas 
Times. 


4 A’s Adds Roizen Agency 

Roizen Advertising Agency, Buf- 
falo, has been elected to member- 
ship in the American Association 
of Advertising Agencies. 


Gray Joins ‘Finance’ 

Fred H. Gray, formerly with J. 
Walter Thompson Co., Chicago, has 
joined the advertising department 
of Finance, Chicago. 


NASHVILLE 


On The Air 


September, 1950 


WSM celebrates its 25th Anniversary by bringing 


television to the Central South 


SEPTEMBER, 1950 . 


OCTOBER, 1950. 


SCHEDULE, WSM-TV 


On the air 


Network TV 
through microwave 
relay from 
Louisville 


Television’s newest market ready in September 


through.... 


HARRY STONE 


CHANNEL 4 


NASHVILLE, TENN. 


General Manager 
IRVING WAUGH 

Commercial Manager 
EDWARD PETRY & CO. 

National Representative 
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Philadelphia Bank 
|Using Comic Pages 


PHILADELPHIA—Where is the best 
location for a bank’s institutional 
newspaper ad? Central-Penn Na- 
tional Bank here believes it is the 
comic pages, and that more adults 
will see their advertisements there 
than in any other location in a 
paper. 

Consequently, Central-Penn’s 
new advertising campaign, which 
was launched on June 7 in the 
Philadelphia Inquirer and the 
Evening Bulletin, will be spotted } 


Need money to pay unexpected bills? 
@ Central-Penn will loan it to you quickly, easily 


your money 

ce in os ep Gcieehiven ates uname aoe 
talk it over with one of our loan officers. (You'll be 
pleased to find they're people just like yourself.) 


CENTRAL-PENN 
NATIONAL BANK 


OF PHILADELPHIA 


Seventh and Chestnut Straws J ineenth vad Sansom Streets 
Broad Siveet & Passyuns Ave % one ~ 
21 Sewth 1208 Street ‘17M6 Argh Street 
Lomberd } 4500 end (evws! 4 3800 
MEMBER FEOERAL DEPOSIT IMSURAMCE CORPORATION 


alongside such comics as Li’l Ab- 
ner, Dick Tracy, Mickey Mouse 
and others. 

Also, in an effort to keep the 
comic strip appearance, the bank, 
through Lewis & Gilman, asked 
Charles Addams, creator of many 
New Yorker cartoons, to illustrate 
the new series. 


a This new series is designed to 
dispel any lingering suspicion on 
the part of customers that the bank 
is in any way set apart from its 
customers. Because of their loca- 
tion, the ads also imply to readers 
that bankers, too, follow the daily 
comics. 

To support the newspaper cam- 
paign, the bank has contracted for 
a half-hour radio show on Station 
KYW each Tuesday at 7:30-8 p. m. 
This show will also be used for in- 
stitutional promotion. 


Hoag Sells His KCS] Stock 

Frank S. Hoag Jr., publisher of 
the Star Journal and Chieftain, 
Pueblo, Colo., has sold his majority 
stock interest in the Star Broad- 
casting Co., Station KCJS, Pue- 
blo, to Station KMYR, Denver. 
KMYR is owned by F. W. Meyer 
and A. G. Meyer, who also hold 
stock in KCJS. The Pueblo station 
is a Mutual affiliate and member 
of Colorado’s Columbine Network. 
Policies and personnel of Station 
KCJS will remain the same for 
the present. 


Blackton to Moss & Arnold 

Moss & Arnold Co., New York, 
has been retained to handle the ad- 
vertising and promotion of Black- 
ton Shops, New York chain of un- 
dergarment and lingerie apparel 
retailers, Newspapers, magazines 
and direct mail will be used. 


WHAT’S GOING ON? 


' Manufacturers and their advertising 
— are using this inexpensive 

clipping service for collecting ape 
publicity, for making research 
market studies, for maintaining = 
petitive advertising files and for de 
ee sales ee ~ on certain 
types of products and services, 
New Booklet No. 10 “How Business Uses 
Clippings” telis the whole story 


BACON'S CLIPPING BUREAU 


BUSINESS’ * FARM GENERAL 
PAPERS PAPERS PR MAGAZINES 
343 So. Dearborn St, Chicago 4 
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“I Grab 
Advertising Age 
Out of My Mail First!” 


Says JOSEPH KATZ, President, THE JOSEPH KATZ COMPANY 


“I grab Advertising Age out of my mail first for the same reason that I go after 


my newspaper in the morning. 


“I like the paper because it has guts — and pulls no punches. 


“I know of cases where being an hour late in picking up his copy of Advertising Age 


has cost an agent a good prospect, because the other fellow got there first. 


“The man who says he can do without Advertising Age would be just the sort of a 


guy who could live without his daily newspaper.” 


JOSEPH KATZ: “I can’t think of anything special to say about myself,” 
says Mr. Katz. “I’m just a guy who runs an advertising agency in Baltimore 
and New York, but since you ask, here are a few highlights: I started out as 
a kid selling newspapers in Baltimore, and got a lot of kick out of seeing my 
advertising agency located in the old A.S. Abell home, publisher of The Baltimore 
Sun. I was advertising manager of The Hub in Baltimore for nine years, have 
headed my own agency since 1920. Though our accounts are national in scope, we 


have acted as advertising counsel to some of the biggest retailers in the United 


States. We were the Task Force Agency in charge of transcribed radio shows for out what makes them tick, and buy.” 
the Treasury Department for the Fourth, Fifth, Sixth and Victory Loans. Over 
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the years, The Joseph Katz Company has won 28 prizes in national outdoor poster 
contests, in addition to awards in other media. This year, in the 17th National 
Competition and Exhibition of Outdoor Advertising Art, we captured for our 
client, Arrow Beer, the First Grand Medal Award of the entire show.” Mr. 
Katz is a frequent contributor to various publications, carries on a voluminous 
personal correspondence with H. L. Mencken, takes an active interest in politics, 
and finds time, as an art collector to indulge a weakness for Americana. “But 
my greatest weakness,” he says, “is people—all and any kinds of people—to find 
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{ Jind BAB Stripfilm 
3% ILays Emphasis on 
\National Spot Radio 


New YORK—Broadcast Advertis- 
ing Bureau’s second stripfilm, 
“How to Pick a Winner,” which 
will be shown here soon, is a pitch 
for national spot radio. 

Maurice B. Mitchell, BAB di- 
rector, reports that the presenta- 
tion is aimed directly at whole- 
salers, brokers, distributors and 
influential retailers. Its purpose is 
* to aid radio stations by influencing 
‘ihe wholesalers and others to rec- 
ommend the medium—radio in 
general and national spot in par- 
ticular—to manufacturers. 

To add substance to the story, 
prief case histories of outstand- 
ing spot users, such as Bulova, 
fsso, B. C. headache powder and 
Pepsi-Cola, are recounted. Several 
gher companies that make exten- 
sve use of selective broadcasting, 
which may include anything from 
achain break to a baseball game, 
aso are listed. 
eax] The film emphasizes spot radio’s 
‘op ¢ ability to give a national adver- 
9, ¢ tser’s products specific localized 
e fg] teatment when and as needed. 
rabl a Like its predecessor, “How To 
Turn People Into Customers,” 
‘How To Pick a Winner” will be 
de available to subscribers for 
15. This cost includes script and 
100 copies of an explanatory folder. 

While hardly “deigning to rebut 
the rebuttal,” BAB, in a recent 
bulletin, comments on the “Mem- 
olandum of Rebuttal,” which the 
‘American Newspaper Publishers 
Association’s Bureau of Advertis- 
Pagfing released as an answer to 
‘ BY IBAB’s earlier stripfilm. 

‘9) Said BAB: “After looking it 
6,aPover and enjoying a hearty chuck- 
2,3fe we will not deign to rebut the 

" rebuttal. In our opinion, this strip- 
~~ ffilm is now better than ever, the 
at BofA reply having failed to dis- 

iicredit a single basic argument. 

,| “As regards BAB in general, the 

‘fbureau warned publishers, in a 

onfidential bulletin dated April 
_ | , that they ‘take great risks if we 

113ido not prepare to meet this chal- 
enge right now while BAB is still 
in the organizational stage and not 
onditioned to shock.’ (Aside to 
BofA—Too late! We’re condition- 
q )” 
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Westansen and Tipton Form 


New California Agency 


le John L. Hansen, formerly San 
0, Ia,j/Francisco manager of Rockett Pic- 

Recjtures Inc., Hollywood, and Jay 
ly 1Y. Tipton, formerly vice-president 
comjof Gillham Advertising Agency, 
menjSalt Lake City, have established 
. disjtheir own agency, Hansen-Tipton 
tene}Co., at 1373 Laurel St., San Carlos, 
Cal. Mr. Tipton will continue with 
the Gillham agency as _ special 
writer and consultant. 

The new agency has been named 
to handle the advertising of Pa- 
Altitific Molasses Co., San Francisco 
Kim} (western territory); Kaufmann 
balll Products Co., San Jose, and sev- 
-_ fal local accounts. 


arkél la Fendrich Cigars to Saas 


_H. Fendrich Inc., Evansville, 
nd. manufacturer of La Fend- 
tich, Charles Denby and Black 
Tier Hawk cigars, has appointed G. A. 
selor. Saas & Co., Indianapolis, to handle 
| its La Fendrich advertising. Ruth- 
din’? uff & Ryan, Chicago, formerly 
area.t" rected the account. > 


Dp wens Brush Ups MacMillan 


_ Owens Brush Co., Toledo, a sub- 
sidiary of Owens-Illinois Glass 
nerly/<0., has promoted Duncan Mac- 
omo-Millan, former merchandising 
_ hasManager, to new eastern territori- 
nd &4l sales responsibilities with head- 
tech-fduarters in New York. 


To Byrde, Richard & Pound 

_\ Lillian Dairies, Long Island City, 
polis\tas named Byrde, Richard & 
rmet/Pound, New York, to handle a 
n ampaign for its Sodus Creamed 


ignel 


crea-tottage cheese. 


Among the more interesting rec- 
ords out recently are a couple by 


Norgine Laboratories Inc., New 
York. On the first is the theme of 
Rachmaninoff’s Concerto No. 2 and 
on the second a top-notch record- 
ing of Grieg’s Anitra’s Dance. Al- 
most anyone would find them in- 
teresting, doctors particularly 
(which is why Norgine put them 
out), for on one side of each rec- 
ord is a “Recorded Detailman” 
message about Norgine ethical 


products—Enzypan, a digestive 
compound, and Spasmacol and 
Gamatran, treatments for spas- 


molytic conditions. 
eee 
Magazines will love, and news- 
papers will heartily dislike the 
article, “Take a Case of Bonded,” 
in the May issue of Spirits, pub- 
lished by Liquor Publications Inc., 


New York. The article takes the 
Bureau of Advertising, ANPA, to 
task severely for what it calls a 
misleading analysis of the sales of 
bonded whiskies in its recent pro- 
motional efforts directed to the 
liquor industry. 

Says Spirits: 

“Spirits Magazine, enjoying the 
benefit of considerable consumer 
magazine linage but naturally 
hopeful of increasing its linage 
from daily newspapers, too, be- 
lieves that as a result [of the BofA 
analysis] the industry, and partic- 
ularly the wine and liquor whole- 
saler, is being over-sold on the ad- 
vantages of daily newspaper ad- 
vertising.” 

e ~ - 

Australian Association of Adver- 
tising Agencies (Federal), which 
represents a large majority of 


Australian agencies, placed adver- 
tising worth £8,661,400 in the year 
ending June 30, 1949. The amount 
was allocated as follows: Press, 
61%; radio, 26%; films, 3.4%; 
slides, 0.35%; posters, 1.6%; out- 


door, 1.5%, and printed matter, 
7.8%. 
- * + 
Theaters advertising in two 


Oregon papers, the Hillsboro Argus 
and Lebanon Express, are provid- 
ing free listings for baby sitters to 
encourage movie patrons with 
small children to attend the shows. 
ee @ 

Sales of Wrigley’s 18 - stick 
packages of gum are _ satisfac- 
tory, even though initial test- 


ing is not completed. The 18-stick 
packs, which retail for 15¢, are 
sold in selected outlets in a few 
major markets, and have not been 
promoted. The large-size packages 
first were introduced about a year 
ago, and made their debut on the 
West Coast several weeks ago. 
Candy retailers will be hearing 
more about this unusual package. 


FREE! Increase readership of 
* your ads with - 
like EYE*CATCHER photos. 
Used by biggest advertisers. 
cans like them anywhere. 


plan. Write for new 

roofs No. 13. No obligations. 
EYE*CATCHERS. Inc., 10 BE. { 
38 St., New York 16, N. Y. 


Pat. No. 2,197,483 


PLAY UP YOUR SALES TALKS 


NOW you can make a game of your sales promotion. 
For give-aways or resale. Tailor-made, exclusively yours 
under two U. S. Patents. Free sample and prices. 


Prevue-Radsell Co. 


343 S. Dearborn St. 
Chicago 4, Ill. 


ochanting sculpeured “SAN 


IN NEWSPAPERS, TOO, COLOR SELLS. 
Color advertising in newspapers has pro- 
gressed rapidly since the war. Sunday sup- 
plements are expanding. And nearly 500 
newspapers in 42 states now carry run-of- 
paper color advertising — an increase of 


25% over 1947. 


Let color help make your ad- 


‘ Ties in the deep, 
issance one luscious © ‘nthe 
to subile shadows 


versatile than ever 
ee in its subtle beauty 


olor, 


YOUR BEST 


Effective two-color news- 
paper ad produced for 
Gulistan Carpets 


a 
eat 


‘SALESMAN... 


Cc INTING 


vertising more effective. Remember that 
only in the medium of printing ink, on the 
printed page, can your product be repro- 
duced in lifelike color—the way your cus- 
tomers recognize and remember it. 

In newspapers, in magazines, on displays 


and packages, printing ink is your best sales- 


man. 


INationat Association of Printinc Unk Maker 


te gare oe 
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Plaza Picks Yates Agency 

Plaza Studios, New York, manu- 
facturer of blouses and scarfs, has 
appointed Yates, Wertheim & Bab- 
cock, New York, to handle its ad- 
vertising in magazines and tele- 
vision. 


WCCC Promotes Battey 

Jack Battey has been promoted 
from office manager to commer- 
cial manager of Station WCCC, 
Hartford. 


GLOSSY PHOTO TYPE POSTCARDS 
SaveTWoney! —_ cost omy 


Mow you con ofterd thot “glossy phote” look. 


1%... 


iN 5,000 LOTS 


30 werd sales messoge Prices ond somples on 


ADVERTISERS LITHO 
161 W. HARRISON ST. © CHICAGO 5, MA 


Harnischfeger Institutional 
Ads Run in ‘Business Week’ 


Harnischfeger Corp., Milwaukee, 
manufacturer of heavy equipment, 
is currently running an _ institu- 
tional campaign in Business Week. 
Each illustration in this series of 
two-color spreads dramatizes a 
P&H product in use. 

The company has advertised ex- 
tensively in trade publications, but 
this is its first attempt to acquaint 
top management with its prod- 
ucts, which range from large ex- 
cavators to pre-assembled homes. 
Buchen Co., Chicago, is the agency. 


DuMont Adds WJIM-TV 
WJIM-TV, Lansing, Mich., own- 
ed by WJIM Inc., has become the 
58th affiliate of DuMont Televi- 
sion Network. WJIM-TV began 
commercial operation on an inter- 
connected basis on May 1. 


and now...over a 


6-month period... 


I WCFL Leads in Chicago 


in Pulse-Rating Gains 


Chart shows percentage of increase 
or decrease, for 50,000 watt and full- 
time stations. Pulse period of Novem- 
ber 1949 through April 1950, com- 
pared to November 1948-April 1949. 
(Averages, 6 a.m. to midnight, Mon- 
day through Friday.) 


Network Station A 


+ 2.265% 


BASIS OF CHANGE: Nov., 1948-Apr., 1949 


50,000 Watt Independent 
—4.52% 


5,000 Watt Independent 
—11.06% 


Long-Term Leader! This chart* 
shows that WCFL, a month-by- 
month leader in Pulse rating in- 
creases, steps far in front of other 
Chicago stations for the half-year 
ended April 1950. Growing listen- 
ership plus reasonable rates make 
WCEL today’s ideal Chicago ra- 
dio buy. 


~~ 


Network Station B 
~—12.0%. 


Network Station C 
' — 20.25% 


Network Station D 
—23.16% 


WCFL 


An ABC 


Affiliate 


Big Brittanica 
Tackles Biggest 
Publishing Job 


Plans Publication of 
54-Volume Great Books; 
Seeks 1,000 Sponsors 


Cuicaco—The world’s largest 
subscription book company, En- 
cyclopedia Britannica, has under- 
taken what is acknowledged gen- 
erally to be the largest publish- 
ing venture ever attempted—pub- 
lication of a 54-volume, 32,000- 
page colossus entitled “Great 
Books of the Western World.” 

After eight years of preparation 
and an expenditure of $1,750,000, 
this systematic collection of what 
the editors consider to be all the 
important elements in the tradi- 
tion of our western culture is 
ready for publication, A limited 
first edition is being offered to 
1,000 charter subscribers at $500 
per set ($750 with full morocco 
binding), and Brittanica officials 
report orders are coming in at a 
steady rate of about four to five 
per day. 

Letters inviting prospective pur- 
chasers to become first edition 
patrons were sent to approxi- 
mately 5,000 names compiled by 
Great Books moderators and mem- 
bers of the Great Books staff. To 
date, more than 225 people have 
signed up, and have furnished 
names of 1,100 other persons who 
might also be interested in buying 
a first edition. 


s Actual publication date of the 
complete set of Great Books will 
not be known until all charter 
subscriptions are sold, but Brit- 
tanica has promised sponsors that 
they will receive their sets ap- 
proximately nine months after the 
1,000 subscriptions have been 
filled. 

Cost of subsequent Great Books 
sets is estimated at about $250. 

In soliciting Great Books sub- 
scriptions solely by use of a ‘se- 
lected mailing list, Brittanica is 
following an advertising policy it 
feels is best suited for the sub- 
scription book field. Since the 
1930s, when the company in a few 
years spent close to $1,000,000 in 
national advertising media, Brit- 
tanica’s advertising emphasis grad- 
ually has shifted, until now vir- 
tually all advertising consists of 
direct mail and telephone solicita- 
tions, plus contact by salesmen. 


@ Robert C. Preble, executive 
vice-president of EB and a mer- 
chandiser of en- * 
cyclopedias and 
other books for 
30 years, says 
that advertising 
by any other 
means than those 
now employed 
by Brittanica 
never has been 
very success- 
ful in the sub- 
scription book 
field. 

EB, he points out, does run ads 
in educational magazines in the 
fall, and also schedules an oc- 
casional ad in a consumer publica- 
tion, but the bulk of its promotion 
effort is directed to the solicita- 
tion and personal contact method 
that has proved most effective 
in Brittanica’s case. 

For six years, before joining 
Brittanica last November, Mr. 
Preble was vice-president and 
general manager of Field Enter- 
prises, Chicago, publisher of World 
Book Encyclopedia and Childcraft. 
He left Midland Press in 1925 to 
join W. F. Quarrie & Co., World 
Book publisher, later serving as 


Robert Preble 
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The Eye and Ear Department 


the past. 


individualism. 


scope permitted by film, 


may he live. 


America is a young country—and, in addition, dedicated to 
the idea of Progress. It is, therefore, occasionally prone to over- 
look the importance of such things as tradition, experience and 


It is currently excited, for example, over the inroads the Com- 
munists have made in China—overlooking entirely the fact that 
the Chinese civilization goes much further back than our own 
and is grounded even more deeply than are we in the tenets of 


It is equally excited over the inroads of television—and the 
vast strides this infant industry is making. It has only, however, 
to tune in some of the long established radio programs—such as 
Jack Benny and Edgar Bergen—to realize how young and un- 
established television actually is. 

Radio can still do much that television fails at—leaving, as it 
does, much more to the imagination; and being, in addition, 
trained to and experienced in its own particular medium, Benny 
is still terrific and so is Bergen—and neither is yet on television. 

Listening to Benny and Bergen, yours truly, at least, is over- 
come by the evident limitations of television. Even with the 
television cannot—yet—cover the 
ground or create the complex situations that are possible on ra- 
dio. Eventually, of course, it may. Meanwhile, it is unfortunate 
that advertising practitioners proliferate to such a degree in 
New York and Chicago, where television has made such strides. 
For elsewhere, radio is still dominant. And even in New York 
and Chicago, entertainment via radio is much more expert than 
entertainment via television. The king is not yet dead; and long 


advertising manager and in other 
executive positions. 

Great Books of the Western 
World becomes the seventh mem- 
ber of Encyclopedia Brittanica’s 
book “family,” which includes En- 
cyclopedia Brittanica and its “ju- 
nior” edition, the Brittanica World 
Atlas, Brittanica Year Book and 
two sets of children’s picture books 
on “True Nature” and “World’s 
Children.” Brittanica also has af- 
filiated companies in Canada and 
Great Britain, plus EB Films Inc., 
world’s largest distributor of edu- 
cational films. 


a Encyclopedia Brittanica was 
founded by the Society of Gentle- 
men in Edinburgh, Scotland, in 
1768. Subsequently, it was brought 
to America in 1902 by its last Brit- 
ish owner. Not too successful, it 
was taken over by Sears, Roe- 
buck & Co. in 1914, reduced in size 
and sold via mail order. 

By 1920 it was still in the dol- 
drums, so Sears bought it outright 
and Julius Rosenwald breathed 
some monetary life into it. The 
encyclopedia was revised com- 


pletely, and the policy of 20-year 
revisions was supplanted by a pro- 
gram of continuous revisions and 
yearly printings. 

In 1943, Sears gave Brittanica 
outright to the University of Chi- 
cago. A staff of fellows at the Uni- 
versity reports regularly ta 
Walter Yust, Brittanica’s editor, 
what revisions they think should 
be made in the encyclopedia’s 3,-. 
700-plus articles. He in turn as- 
signs the task of revising to ex- 
perts in the various fields covered 
This results in about 8,000 revised 
pages per year, and necessitatej 
replating 900 pages of index in 
the encyclopedia annually. 


s The Junior edition of Brittanica, 
the Book of the Year and the 
World Atlas all were brought out 
in 1934, and have been successful 
ever since. The current print order 
for the Book of the Year alone is 
275,000—considerably higher than 
that of many fiction best-sellers. 

Brittanica Sr. sales hit an all- 
time high during 1947 and 1948, 
Mr. Preble said, leveling off in 
1949, and are currently moving at 


In Chicago 


look to the original*® McGrath 
Engraving Corporation for 


Finer Color Engravings 


We are the original McGrath Engraving Corporation 
that has been making quality color and black & 
white photo engravings for almost 40 years. 


McGrath Engraving Corp. - 160 E. Illinois St. Chicago 11, Illinois 
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1950 
— ‘what he considers a satisfactorily Chase Bank Launches Drive | Toronto Admen Elect Chains Show April Gain 
steady rate. The Chase National Bank, New| Douglas Gamble, International} Chain Store Age, New York, re- 
But it is for Brittanica Jr. that York, has launched a new series| Harvester Co. of Canada Ltd., has| ports that the second highest gain 
Mr. Preble predicts an ever- of 1,000-line newspaper ads in| been elected president of Adver-|in 13 months was made by gro- 
jincre.sing market and greatly ex- metropolitan New York dailies to|tisers’ Guild, Toronto. Elton Ro-j|cery chains in April with a na- 
panded sales in the years to come. promote small personal and busi-| bert Henderson, North American|tional average sales increase of 
— He bases his prediction on two ness accounts. The ads will con-| Life Assurance Co., is secretary,|3.2% compared with April of the 
to Escrs: The guest therecne’. te tinue to appear during the re-| and Robert A. Given, T. Eaton Co.,| preceding year. Reporting to the 
hs ee: eal aa mainder of the year. Hewitt, Ogil-| treasurer. publication were 103 food chains 
1d prima y. “ ; enro cath as a vy, Benson & Mather, New York, operating 16,375 stores. 
result of the large population in- is the agency. Johnson Appointed : 
crease, and the increasing level : : Baker Joins ‘Farm Journal’ 
ae of education. There are more high| @ Adds Afternoon Edition Puerto Rican Rum Promotion, 
at hool graduates every year, and| (is). .nnanem | New York, has appointed G. Frank| | Farm Journal has appointed 
sc: ee" aoe — The Free’ Press, Colorado} Johnson as director to coordinate| Paul C. Baker, former managing 
vn feels that be th i i i 
of he feels that it is becoming the FOR FUN—Economics Laboratory, St. Springs’ morning daily, owned and/rum promotion efforts in this|editor and business manager of 
accepied thing for this group tO| p24) has redesigned the packaging of |OPerated by the International | country. He was formerly na-|Farm Implement News, Chicago, 
want an encyclopedia. Fun, @ combination soap, detergent and | 2¥PO8raphical Union, is now pub-| tional sales promotion manager for/to the sales staff. He will make 
he water softener for automatic washers, to | lishing an afternoon edition in| Frankfort Distillers Corp., New|his headquarters in the Chicago 
"Tr, |} @ Brittanica’s foreign sales vol-| give consumers a choice of a cannister pan a with the Gazette Tele-| York. office. 
as |( ume is quite surprising, Mr. Preble | or carton with a luggage carrier handle. |9T@Ph, the Ba Pr other daily 
n= reports. In many countries, despite | The carton at lower right is the old aeition will be aaiaeel ow 
it the presence of a native language package. ; : The DIRECT SELLING LEGION - 50,000 STRONG! 
i encyclopedia,. Brittanica (which Cc oe Greatest Single 0 rd Force an 
caged » = , : anadian Admen Reelect ateatest Single Org.guzed Furce m4 
7 is printed only in English) is the Dennis Mitchell Names Pill Glen Mackay, regional sales MULTI-BILLION-DOLLAR MARKET + Founded and Sponsored by 
| biggest seller. British Empire and Dennis Mitchell Industries, Phil-| manager of Canadian Car & Bus SPECI ALTY 5 ALES A 
a conte oe editions are er ee werd Advertising Ltd., has been reelect- M N MAGAZINE 
rT prin ani und by Encyclope-| seats, shopping carts and laundry|ed president of the Advertising GENERAL OFFICES: 307 N. Michigan Ave., Phone RAndolph 6-0743 
he dia Brittanica Ltd., a London af-| carts, has appointed Jack M. Pill,| and Sales Executives Club of Mon- WRITE TODAY : : CHICAGO 1. ILLINOIS 
he || filiate, while distribution in other | formerly with Station WHP, Har | trea oan taco ebeli| LLL nn na ae 
a- foreign markets is handled by En- ris urg, as aaver ising manager ug es and earce . amp e WEST 610 Ss Broadway, Los Angeles, Cal, Phone Vandike 9363 
te cyclopedia Brittanica Publications to succeed Charles Carr. have been named vice-presidents. 
in Inc., Chicago. 
“. Since joining EB as executive THEY GOT THE FACTS 
vice-president last fall, Mr. Preble FR RB TH 
- has been contemplating some OM FO ES ‘A DIONT KNOW OSE PACKAGE 
n changes in Brittanica’s sales struc- 
— INSERTS WERE LOADED/ 
—___.. : 4 4 
s Probably the most revolutionary G th 5S les thar e 
“yeali change planned (and one that ~ - *. atte 
pro-} might well set EB’s Scotch found- 
/ and} ers twirling in their graves) is 
; the addition of women to Brittan- 
anicé} ica’s sales staff. Women, accord- 
Chi-] ing to Mr. Preble, have been used 
Uni-} successfully by other companies 
' _t¢] in the subscription book field, and 
jitor,| he feels there is no reason why 
ould they won’t be just as successful 
$ 3,-] in selling Brittanica. ey ‘ 
L aS- Another of Mr. Preble’s plans “ HP 
€X-I calls for decentralization of Brit- “ 
ered§ tanica’s sales offices. At pres- 
vise(} ent the company maintains close y--? 
itatei to 45 field offices in the U. S., yt 
*x 17 Canada and Mexico, and he wants “2 
to increase th i : ‘ 
the number of offices ACCENT ON APPEARANCE is the object of 
and set up more field managers. is 3-di ional displ ‘Vaseline’ 
nica,} This will serve the dual purpose thie -Cemeneem Gamey ¢ vasune 
Go Sy gt pe , Cream Hair Tonic. The “‘just-combed- 
> e feels, of getting away from the look” and its effect on the opposite sex are = 
: formality of big offices, and en- clearly reproduced L this compact, 7- 
SSTu abling salesmen actually to con- color, spirit-varnishi unit created and 
order | tact the maximum number of pros- lithographed by Forbes. 
ne 1S} pects with a minimum amount of 
than | travel. 
llers. 
, be Issues Communications Guide 
ef in Exporters’ Digest, New York, 
' has issued a guide, “International 
ng at! Communications—Message and 
Mail Rates and Regulations to 
Principal World Markets.” The 
booklet, in chart form, presents 
information on mail, telephone, ra- 
dio and cable message rates and ae 
may It covers more than 70 coun- . 
a Copies are available ac o0¢ ACCENT ON GOOD TASTE is reflected in 
, the pe ng Pa 8 ~~ ani vi 
copy of these folders for Taylor Wine Com- 
Sends Clients Sample of Work pany. Lithographed in four colors on one 
Van Hoffman Press, St. Louis, side and two on the other by Forbes. 
has sent to its clients as a sample Taylor’s advertising agency is Moser & 
of its work copies of the spring edi- Cotins, Inc., Utica, N. Y 
tion of “Printed Words,” which ao oe 
carries a copy of “Mississippi Pan- 
orama.” The 228-page book was 
printed, bound and designed by 
Van Hoffman Press for the City 
Art Museum of St. Louis. 
Neville Joins LaCerda 
James M. Neville, newspaper 
man and novelist, has joined the 
public relations staff of John La- : ‘ : : 
Cerda Agency, Philadelphia. Why surprise your dealers with brisk repeat 
business on your product when you can 
Ree 8 a a nt ae | easily teach them to expect it? Just join 
ACCENT ON MULTIPLE SALES is the theme the firms whose package inserts are 
3 og pacing | saeast yy fn pment impact-packed by the Facts from Forbes 
= —anat presentable longer.” This ant -ol-ase oa ... then bragged about! Results 
~ et PT aa in with national advertising is a For : : : 
Spon reuoross o 00 B3090¢ “mass” production. Sennen's shave prod- are immediate, our clients say. 
Batiig : ucts’ advertising agency is Duane Jones Co. 
. _ . ACCENT ON FACTS gives extra impact to S 
PROFIT from the “know-how” of Forbes-produced acantnns material. FORBES LITHOGRAPH CO. \ 
T Forbes Facts come from experience, con- : 
sae da Ss gpa tinuing studies and unique facilities in NEW YORK + CLEVELAND * BOSTON © CHICAGO + ROCHESTER 
lithography, letterpress, web-gravure and 
MAIL ORDER SPECIALISTS die stamping under one-roof management Lewes Merc/hadstn Vi) “wT 
22 W. 48 St., New York 19 control. Ask the Man from Forbes to tell Yor 
PLAZA 7-1355 you more. . 
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ike tall stories... 
but this 1s going too far! 


AN ELECTROTYPER ADVERTISES that his product 
“actually out-originals a duplicate original.” He 
points out the fact, well-known to experienced 
agency production men, that duplicate engravings 
for magazine reproduction are not identical. And 
he argues proudly that his duplicates are identical 
with the original engraving. The implication is that 
electrotypes are superior to original engravings. 
THIs Is A TALL STORY TOO BIG TO SWALLOW! 
Here, for the benefit of unwary buyers, are the 
cold facts about original engravings versus electro- 
types for national magazine reproduction. 
NATIONAL MAGAZINES HAVE INDIVIDUAL 
ENGRAVING SPECIFICATIONS. These specifications are 
determined primarily by the characteristics of the 
ink and paper stock used by each magazine. This 
means that if we make a set of color plates to deliver 
maximum quality of reproduction in the SEP, 
we must make a new and different ...mark that 
“different”. ..set of color plates to deliver the same 
quality of reproduction in Life or Collier’s. Exact 
duplicates of SEP plates will! not deliver full quality 
in magazines with different engraving requirements. 
Buying electrotypes will save production time and 
money, but at the cost of inferior reproduction. 


We are all in favor of improving the quality of 
electrotypes, and we have never been modest about 
claiming technical excellence for our own products; 
but we have always been cautious about over- 
stating our case. There are too many advertising 
production men who know their stuff waiting to 
call us if we promise more than we can deliver. 
We invite them to testify from their direct experi- 
ence that the best electrotypes in the world 
cannot substitute for original engravings made to 
meet exact magazine specifications. 


Chicago Photoengravers 
Association 


BOARD OF TRADE BUILDING + CHICAGO 
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‘PHOTOGRAPHI 
REVIEW 


VISITORS FROM BRITAIN—Four British delegates to the convention of the Adver- 
tising Federation of America pose in the Thirty Club of London room in the Adver- 
tising Club of New York on their way to Detroit. Left to right are Elon Borton, presi- 
dent of the AFA; Drummond Armstrong, general secretary, Advertising Association 
of Great Britain; Frank P. Bishop, M. P.; lan Harvey, M. P.; Mrs. Harvey; Norman 
Moore, managing director of S. H. Benson Ltd.; Gilbert T. Hodges and Andrew J. 
Haire, past presidents of the New York club; and George S. McMillan, outgoing 
chairman of the AFA. 


LUCKMAN TALKS—Charles Luckman, former president of Lever Brothers Co., made 

his first speech in a year at the AFA meeting in Detroit June 1. Here he is shown 

(third from left) with Ruth Kinyon, president, Gamma Alpha Chi, professional ad 

sorority; Frank Braucher, president, Periodical Publishers Association, and Mary 
McClung, department store manager, New York Mirror. 


WINS ESSAY AWARD—Mary Nolan (center), 16-year-old junior at Evanstown Town- 

ship High School won national honors in the AFA high school essay contest. She is 

shown in Detroit, where she received a $500 check, with (I. to r.) Helen Holby, 

director of club contact, AFA; Martha Damron, Campbell-Mithun; Genevieve K. 

Tippett, Montgomery Ward & Co.; Miss Nolan; Mable Obenchain, president, Wo- 

men’s Advertising Club of Chicago; Mrs. Nolan; and Mary Coffey, Guenther-Brad- 
ford & Co., Chicago. 


AT AFA CONFERENCE—AFA officers pose with James M. Mead, member of the 

Federal Trade Commission, after his speech in Detroit June 2. Left to right: Ben 

Donaldson, director of advertising, Ford Motor Co., and new AFA treasurer; Mr. 

Mead; George S. McMillan, vice-president, Bristol-Myers Co., retiring AFA chairman; 

Graham Patterson, publisher, Farm Journal and Pathfinder, new AFA chairman; and 
Elon Borton, AFA president. 


SYLVANIA HOSTESS—Sylvania Electric 
Products Corp. will have Judy Kelly, 
night club and television dancing star, 
as a special feature attraction for the 
introduction of the 1951 Sylvania tele- 
vision models at the convention of the 
National Association of Music Merchants 
in Chicago July 10. 
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OFFER—Brechet & Richter, Minneapolis, is 
using newspapers, farm publications and 
radio in a new campaign throughout the 
upper Midwest to promote its Gold Cross 
beverage base. Advertising offers the 
plastic frozen sucker mold shown here 
with 8-oz. bottle of the product. Olmsted 
& Foley is the agency. 


Me: 


HOST AND SPEAKERS—Checking the program for the two-day Mid-Century Adver- 

tising Clinic, sponsored by the Advertising Club of St. Paul, are (left to right) Sam- 

vel C. Gale, vice-president in charge of advertising, General Mills; Frank T. Tucker, 

advertising director, B. F. Goodrich Co.; and E. T. Holmgren of Melamed-Hobbs, 

president of the club. In addition to eight clinic meetings covering various phases of 

advertising, the event featured 50 pany-sp ed panel displays of technical 
and sales material. 
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TESTIMONIAL—The ad in the Chicken of the Sea display in the window of Jack 

Dempsey’s restaurant in New York is part of the largest campaign ever produced for 

Van Camp Sea Food Co., Terminal Island, Cal. Copy is scheduled for magazines 
and newspapers through Brisacher, Wheeler & Staff, San Francisco. 
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25TH FOR GOA—General Outdoor Advertising Co. executives 
at the head table during a Chicago dinner, first of four regional 
celebrations to mark the company’s 25th anniversary, are (left 
to right) J. O. Okerbloom, treasurer; J. L. Hanna, Indianapolis 


branch manager; Kerwin H. Fulton, founder and director; B. W. 
Robbins, president; Burr L. Robbins, executive vice-president; U. 
H. Burke, regional director; and L. W. Trester, director of public 


policy. 


AD WOMEN’S DINNER—On the dais at the installation dinner 
of the Advertising Women of New York are (left to right) Jean 
Wade Rindlaub, vice-president of Batten, Barton, Durstine & Os- 
born; David Michael Mountbatten, Marquis of Milford Haven; 


2 —a s & nia ee i Seach £ #* 


Helen Berg, newly elected president of the club; Helen Valen § 
tine, editor-in-chief of Charm and guest speaker; Betty Blanken 
horn, vice-president of the Ad Women; the Marchioness of Milfore 
Haven; and Elon Borton, president of the AFA. 
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‘News’ Appoints MacFarland 

Gene MacFarland has been ap- 
pointed director of research and 
marketing of the Los Angeles Daily 
News. He was formerly national 
sales manager for Henry Kaiser 
products. 


SSC&B Names Roberis V. P. 
W. Donald Roberts, formerly 
western sales manager, Columbia 


ONE 
MINUTE 
TV FILM 


150° 


Broadcasting System, will become 
a vice-president of Sullivan, Stauf- 
fer, Colwell & Bayles, New York, 
on July 1. 


TBA Starts Membership Drive 


Television Broadcasters Associa- 
tion, New York, has launched a 
concerted membership drive and 
announced its objectives for the 
year. The group- will strive to end 
the freeze, cut network cable and 
relay costs, and set up “fair rates” 
for Ascap music on TV and for 
musicians in TV films. 


Hickerson Names Marschner 

J. M. Hickerson Inc. has ap- 
pointed Ferdinand Marschner, for- 
merly with the New Departure 
division of General Motors Corp., 
as vice-president and manager of 
its new office at 918 Fisher Bldg., 


Detroit. 


To an Account Executive 


with radio 
budget 
problems 


? 


and an 


ulcer 


Perhaps you have never smelled the fragrance 

of new-mown hay tedding on rolling acres, or watched 
the clean steel of a plow slipping through the 
fertile black soil of Iowa. 


made powerful music for the 


from such ingredients. We, more interested in 
powerful buying power, prefer to hear the music 
made by the seasonal finale—the clunk of hard 

ears of corn hitting a backboard—the hiss of a 
thresher spewing kernels of wheat for tomorrow’s 


bread. Jowa’s 34.8 million 


produce, among an abundance of other things, 

10% of the nation’s food supply and contribute to 
the high per capita wealth of lowans, currently 
61% above the national average. 


The half-acre in the country 


week-ends—or aspire to—is about 1/320th the 

size of an average lowa farm. 
you ought to have a gold mine in the back yard just 
to meet your country living costs, compare your 

* situation with an Iowan’s. lowa’s rockless soil 
produces more wealth each year than all the gold 


Before you dash out for a 
boiled eggs and a glass of milk 


is tuning his radio to WMT and sitting down— 

at home—to a leisurely noon-day meal of 
sizzling steak, golden roasting corn dripping with 
freshly churned butter, tender garden peas, straw- 
berries and cream... 


A one-minute Class A commercial on WMT has a 
potential audience (within the 2.5 mv contour) of 
more than 1.1 million people—and it budgets 


at $27.00 (52-time rate). It’s 


ing—and in Eastern lowa WMT reaches. 


Please ask the Katz man for additional data. 


5000 WATTS Me ie 
‘Day & Night 
CEDAR 
600 KC 


~ BASIC COLUMBIA NETWORK 


Antonin Dvorak 
New World Symphony 


acres of tillable soil 


to which you repair 


If you feel that 


mines in the world. 


harried lunch of soft- 
(while many an Iowan 


) please consider this: 


a market worth reach- 


NO TY NEUROSES WITH MUNTZ TV—Michael Shore, prolific 
idea-producer who transformed Earl Muntz into the “Madman 
Muntz” of California used-car fame, conceived this series of ads 
for Muntz TV, Chicago video set manufacturing concern headed 
by the same Earl Muntz. Taking their cue from the current inter- 
est in psychiatry and psychology, Mike Shore, Art Director Frank 
Westbrook and Artist Phoebe Moore worked up a series of 15 
ads, each featuring one neurosis or psychosis. The ads have run 
in 21 major eastern cities, through Michael Shore Advertising, 
Chicago. Typical of the series is the right-hand ad on masochism. 
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Copy reads: “Constant TV difficulties, improper and ta 
service attention develops masochistic desire to inflict pai 
TV reception on self. Muntz TV performance hailed as ming 
cle... Sketches from 13 other ads reflect such mental ills ap 
(left to right, top row) frustration, anxiety, insecurity, melancholigy 
schizophrenia, indecision, hostility and (bottom row) inferiority 
superiority, hysteria, ambivalence, paranoia, and sadism. These 
mental disorders are found, the copy says, among owners of off 
brand or local sets or sets not serviced directly by the many 
facturer—but not among-the carefree owners of Muntz TV. 


CENTRALIA, WasH.—A national 
sales and marketing program for 
the Northwester, meat bird pro- 
duced by crossing chickens and 
pheasants, has been announced by 
James H. Knowles and Associated 
Breeders, who developed the bird. 
A new company, Northwester 
Marketing Division Inc., has been 
formed. Its headquarters are at 
Sacramento, Cal., and it will be 
directed by Jack Brashear of Jack 
Brashear Advertising, Sacramento. 
The division will license pro- 
cessors and distributors and will 
administer the marketing program; 
it will also direct advertising and 
merchandising. It is financed by 
an override of 14%¢ on each labeled 
Northwester that is marketed. 
Present operations are based on 
marketing 10,000,000 Northwesters 
next year and 30,000,000 in 1952. 
By 1953, Mr. Brashear told AA, 
the advertising budget will ex- 
ceed $500,000. 


@ The Northwester was developed 
by Knowles and has been pro- 
duced commercially and market- 
ed in the Northwest and Pacific 
Coast. The bird has a smaller bone 
structure than a chicken and as 
a result produces 8 to 15% more 
edible meat per pound of weight, 
Mr. Knowles reports. Drumsticks 
are white-meated, and meat has 
a slight pheasant tang. As a re- 
sult, Northwesters have been car- 
rying a retail premium of 10¢ a 
pound. 

Tight control over marketing 
and merchandising is possible be- 
cause the Northwester, as is often 
the case with crossbreeds, is ster- 
ile. It is the end product of nine 
matings. By controlling the breed- 
ing process, Knowles so far has 
controlled the marketing. 
Processors and distributors are 
being granted exclusive territor- 
ies, Mr. Brashear said. A franchise 
fee is charged, based on population 
and expendable wealth of the 
area, and serves as a guarantee of 
good faith on the part of the pro- 
cessor, he added. Licenses expire 
annually, to allow for review of 
the licensee’s record as a member 
of the Northwester marketing or- 
ganization. 


@ Under the Marketing Division’s 
plan of development, chicks are 
hatched by local hatcherymen, 
raised by local poultrymen, pack- 
aged by the local processor and 
marketed in the area of produc- 
tion. The company provides point 
of purchase material, retail mats, 
packaging material, merchandising 
aids and market research. 


The Brashear organization has 


New Marketing Concern Gets Set 
to Sell Northwester ‘Meat Bird’ 


been associated with Knowles 
since January, 1949. The only ad- 
vertising so far has been in poultry 
trade journals to reach hatchery- 
men. Wide publicity has been 
given to the Northwester in the 
past 18 months. 


Chain Drug Sales Off 3%; 
Biggest Drop on West Coast 


Chain drug store sales nation- 
ally dropped 3.4% in April of this 
year compared with April, ’49, ac- 
cording to the monthly regional 
sales survey conducted by Chain 
Store Age, covering 70 drug chains 
which operate 2,103 stores. All re- 
gions in the nation showed lower 
sales in April than in the same 
month a year ago, the publication 
says. 

Largest decrease shown was on 
the Pacific Coast, with a drop of 
8.4%. Lowest decline was in the 
southeast region, which fell off 
only 0.3%. 


Kellogg Names Holmes V. P. 

James S. Holmes has been 
named vice-president and director 
of Kellogg Co. of Canada Ltd., Lon- 
don, Ont. He joined the company 
in 1941 and since April, 1949, has 
been sales manager. 


Maps Father's Day Drive 


Seagram Distillers Corp., New 
York, will continue its “modera- 
tion” in drinking campaign on a 
Father’s Day theme during the 
week of June 12, with an ad in 
145 papers covering 109 markets 
titled “My Dad Says: We’re All 
Americans.” Warwick & Legler, 
New York, is the agency. 


SNPA Sets Convention 


Southern Newspaper Publishers 
Association will hold its 1950 con- 
vention Oct. 26-29 at the Green- 
brier Hotel,. White Sulphur 
Springs, W. Va. 


Doremus & Co. Moves 


Doremus & Co. has moved its 
San Francisco offices to larger 
quarters at 425 Bush St. 


RES! 
OF DIAMONDS | 


RIGHT IN YOUR OWN BACKYARD 


There’s untold wealth at your elbow! 
15 million Negroes spend 10 billion 
dollars a year on every type product! 
Reach this big buying public through 
the Negro press. For information write 
Interstate United Newspapers, | 545 
Fifth Avenue, N. Y., serving America’s 
leading adve: Ts over a decade. 
NOTE: We now have facts compiled by the 

® Research Co. of America on brand 
preferences of Negroes from coast to coast. 
Write now for this free information. 


aco 


ALL IN ONE FINE PIECE : 


PRINTING 


Jigsaw-puzzle advertising production takes countless 
extra hours of a busy executive's time; adds worry and 
frequent disappointment to his load. It’s never easy to 
effectively fit together separate pieces from different 


sources ... When you use Faithorn 3-in-1 service, you 
get complete advertising production all in one fine 
piece. You center responsibility for Typesetting, Engrav- 
ing and Printing. Write — or telephone WHitehall 4-2300. 


FAITHORN is the ONLY concern in Chicago 
that offers advertisers this COMPLETE SERVICE... 
a definite saving of TIME, TROUBLE and MONEY 


1 FAITHORN 


CORPORATION 
400 North Rush Street + Chicago 
Telephone WHitehall 4-2300 
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NEW SUBSCRIPTION ORDER FORM 


Please enter my Advertising Age subscription for 


[) 1 Yr. at $3 ( 52 issues) () Payment enclosed 
C) 2 Yrs. at $5 (104 issues) C) Bill me 
C) 3 Yes. at $6 (156 issues) C) Bill my firm 


TrtLe 


Business. 


Zone. 
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Y APPOINTMENT—Flamingo Products 
©., Danville, lll, is distributing this new 
lounter carton-display, which features 
lamingo’s appointment as “official bob 
bin of American Airlines stewardesses.” 


a alesmen’ Chosen 
ss NAEA Theme for 
ne 26-28 Meeting 


New YorK—The Newspaper Ad- 
értising Executives Association 
selected “Salesmen” as the 
feme for its summer meeting 
Hheduled for June 26-28 at the 
Jaldorf-Astoria Hotel. 

The session will be launched by 
m address by Dr. Samuel Stevens, 
fesident of Grinnell College, on 
Selection and Training of Sales 
érsonnel.” Jack Lacy, president 
Lacy Sales Institute, will round 
the program as the final 
maker June 28 with a talk on 
mWhat Makes a Salesman Tick.” 
Speakers at the sessions will in- 
lude: NAEA President George 
feele, advertising director of the 
Philadelphia Bulletin; Thomas 
foung, advertising manager, 
hited States Rubber Co.; E. B. 
Weiss of Grey Advertising Agen- 
y, Alan Wells, publicity direc- 
pp of Kaufmann’s, Pittsburgh; 
pnroe Green, advertising direc- 
pr, New York Times, and Frank 
Bettger, author of “How I Raised 
yself from Failure to Success 
Selling.” 


ontinental Can Boosts 5; 
lames Canadian President 


T. C. Fogarty, vice-president in 
harge of sales, has been named 
mexecutive vice-president of the 

fetal division of Continental Can 
mo., New York. The following have 
ben promoted to the newly creat- 
i position of division vice-presi- 
ents: Reuben L. Perin, formerly 
pneral sales manager, eastern 
ivision vice-president; William 
. Cameron, formerly central divi- 
ion sales manager, central divi- 
on vice-president, and Sherlock 
icKewen, formerly secretary and 
asurer, Pacific division vice- 
resident. Loren R. Dodson, for- 
merly assistant secretary and as- 
mBtant treasurer, has been ap- 
tinted secretary and treasurer. 
Harry A. Rapelye has been pro- 
mooted from vice-president to 
esident of Continental Can Co. 
f Canada, a wholly owned sub- 
mlary. 


prion and Screw Research 
ippoint Chirurg Agency 


Thomas Chirurg Co., Boston, has 
ben appointed to handle the ad- 
frtising of the refractory division 
Norton Co., Worcester, Mass., 
anufacturer of abrasives and re- 
ted products. This is in addition 
b the Norton institutional and ex- 
ort advertising which the Chir- 
Rougency has handled since Jan. 
The agency also has been named 

Screw Research Association, 
Ovidence, R. I. A campaign will 
mter on the Phillips Cross re- 
ed head screws, a product of 
rew Research. Chirurg handled 
he account from 1938-1943. 


nited Cigar Ups Jacobsen 


Harold W. Jacobsen, director of 
dustrial relations and assistant 
» the president of the United 
mgar-Whelan Stores Corp., New 
ork, has been elected vice-presi- 
Pnt and secretary of the corpora- 
On. He will continue his present 
ties in addition to having charge 
the legal department. 


ANPA’s BofA Names 
Knott and Cochrane 
to Committee Posts 


New YorkK—The Bureau of Ad- 
vertising, American Newspaper 
Publishers Association, has ap- 
pointed a new chairman and vice- 
chairman of the plans committee. 

Laurence T. Knott, advertising 
director of the Chicago Sun-Times, 
has been named chairman to suc- 
ceed Don U. Bridge, advertising di- 
rector of Gannett Newspapers, who 
has held the post for the past two 
years. Mr. Bridge will continue 
as a member of the committee. 

Thomas J. Cochrane, advertising 
manager of the New York Daily 
News, has been appointed vice- 
chairman. He succeeds Mr. Knott. 

Appointed new members of the 


committee are: 

James H. Armistead, Nashville Banner 
& Tennessean; Richard E. Beeler, Altoona 
Pa., Mirror; Don Bernard, Washington 
Post; Earl Goldsby, Baton Rouge, La., 
State-Times & Advocate; Harold V. Man- 
zer, Worcester, Mass., Telegram-Gazette 


& Post; Fred W. Rowden, St. Louis Post 
Dispatch; G. P Swanson, Spokane Spokes- 
man-Review & Chronicle; Lee A. Ward, 
Ward-Griffith Co.; Vincent J. Kelley, Jann 
& Kelley, and Clark Stevens, Sawyer- 
Ferguson-Walker Co. 


Van Camp Cans New Tuna 


Van Camp Laboratories, divi- 
sion of Van Camp Sea Food Co., 
Terminal Island, Cal., has intro- 
duced a new canned baby food 
tuna fish. The product is being 
supported by an extensive news- 
paper campaign in all major mar- 
kets. Brisacher, Wheeler & Staff, 
San Francisco, is the agency. 


American Molasses to Hoyt 


American Molasses Co., New 
York, manufacturer of Grandma’s 
molasses, Sucrest sugar and other 
products, has placed its advertis- 
ing with Charles W. Hoyt Co., 
New York. Hoyt previously sery- 
iced the account from 1931-1943. 


Showcard Studio Moves 


Ad Showcard & Display Studio, 
art and silk screen printing con- 
cern, has moved its offices to 62 
E. Lake St., Chicago. 


CLINCH SALES 
with AUTOMATIC 


FILM SLIDES 


2” x 2” color slides are magnified 
Sibel te tans touts chet eee 


ADMATIC automatically exhibits every six sec- 
onds sharp, clear pictures or copy messages even 
under bright over-head lights. Fool-proof, long 
life, sensibly priced. A “Natural” for point-of-sale 
promotion. Synchronized sound attachment at 


nominal added cost. 


ADMATIC PROJECTOR COMPANY 
111 West Jackson Blvd., Chicago 4, Ill. 
ADMATIC OF CANADA, 69 York 5$1., Toronto 


Write for 
Circular A-6 


°*l should never have asked 


a big space buyer to be the best man 


‘ 


yo) 


(Represented by Moloney, Regan and Schmitt, Inc.) 


- Puta ring around this: The Cincinnati Enquirer carries 
more advertising linage than any other Cincinnati newspaper. 
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Se 


You Should Be Interested! 


RETAIL SALES in the 
QUAD CITIES 


TOTALED 


$235,537,000 


RETAIL SALES 


Davenport $1 16,266,000 
Rock Island 51,594,000 
Moline 57,121,000 
East Moline 10,556,000 

Total $235,537,000 

EFFECTIVE BUYING INCOME PER FAMILY 

Davenport $6,213 
Rock Island 5,703 
Moline 5,938 
East Moline 5,243 


THE DAVENPORT NEWSPAPERS HAVE 99°/, SATUR- 
ATION IN DAVENPORT PLUS 10,000 HOMES IN 
ILLINOIS WITH THE WEEK-DAY TIMES AND THE 
SUNDAY DEMOCRAT 


|THE DAILY TIMES | 
1. | THE DEMOCRAT & LEADER 


The Only Ne s with Home De- 
livered Lucutolier on both the 


and lilinois Sides of the 
| Quea-city Marker 
represented nationally by Jann & Kelley, Inc. 
*Copr. 1950 Sales Management of Buying Power 


BUFFALO EVENING NEWS 


EDWARD H. BUTLER 
Editor and Publisher 


KELLY-SMITH CO. 
National Representatives 


WESTERN NEW YORK’S GREAT NEWSPAPER 


Chicagoans Hope 
1950 Fair Will 
Draw 2,200,000 


Crosby Kelly, Young 
Man on Horseback, Is 
Dynamic Fair Manager 


By Bruce BRADWAY 


Cuicaco—Early this year, while 
cold winds still swept in across 
Chicago’s lake front, Crosby Kelly 
mounted a white horse and rode 
through the deserted streets of the 
old Railroad Fair grounds. 

And if the Windy City’s young 
man on horseback achieves his 
goal, some 2,200,000 persons will 
visit the fair grounds this sum- 
mer to see the new Chicago Fair 
of 1950. 

When the 32-year-old Kelly took 
over the job of running the fair 
in January, he encountered a wide 
variety of problems, most impor- 
tant of which was time. 

He had six months to plan the 
exposition, find companies will- 
ing to participate, obtain financ- 
ing (no tax funds are being 
used), erect necessary build- 
ings, remodel selected Railroad 
Fair buildings, and do the promo- 
tion job required to get more than 
2,000,000 people inside the turn- 
stiles. 


s But Kelly loves a challenge and 
took up the problems with en- 
thusiasm. He put a motto on his 
office wall which reads: “Time 
is short—death to the next man 
who says it... Death to the first 
man who doesn’t use it.” 

A principal source of irritation 
to Kelly was the dearth of statis- 
tical information on expositions. 
Most fairs are one-year stands and 
no pool of information on how to 
meet the problems connected with 
running them has ever been es- 
tablished. 

Kelly decided to put the Chi- 
cago Fair of 1950 on a business 
basis. He has definite ideas as to 
what a fair can do for American 
industry, and is determined to 
prove this year that his ideas are 
sound. 


a He believes that expositions 
like the Chicago Fair can become 
a potent advertising medium. He 
feels that businesses in the U. S. 
can sell the American economic 
system through fairs, and can 
demonstrate the importance of 
their own position in the system 
painlessly and effectively. 

And he wants to use the fair 
this year to tell the business story, 
not historically, but through vivid 
demonstrations of what industry 
is doing today and what it will do 
in the future. 

The Westinghouse Electric Corp. 
exhibit exemplifies these ideas. 
Westinghouse will put on one of 
the most dramatic demonstrations 
of atomic power ever presented to 
the general public. 


ws In the “Theater of the Atom” 
will be a 200,000-volt model atom 
smasher, a motor run by the atom- 
ic principle and latest atomic ra- 
diation detectors. The company 
also will “explode” atoms and set 
up simulated atomic chain reac- 
tions for the entertainment of the 
fair’s visitors. 

Westinghouse is building an au- 
ditorium which seats 650 persons 
and has a glass enclosed, air-con- 
ditioned stage on which demon- 
strations will take place. The com- 
pany is going all out to explain 
the “mysteries” of the atom clearly 
and entertainingly, and will use 
such stage props as Christmas tree 
balls, jet-propelled rockets, bal- 
loons and exploding mousetraps. 
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every time. 


advertisements selling travel 


$80 A MONTH. 


much you get for how much 
Like to read the copy? 


three bedroom furnished 


Winter temp 75, summer 


Vhe Creative Wan? Corner 


Much has been said and written about the relative value 
of four-color versus black and white advertising, of glamor- 
ous illustrations versus all-type presentation, and so on. 

It would seem certainly, that in travel advertising, four- 
color and glamorous illustrations would win, hands down, 


But The Corner was quite struck, in leafing through a recent 
copy of The New Yorker, by the reactions he experienced in 
coming upon a number of glamorous, illustrated, four-color 


thumb-size ad in black and white, all-type, selling MEXICO 


He then leafed back through this, his favorite magazine, 
for a considered reaction. Result? He nominates MEXICO 
$80 A MONTH as the best travel ad of the year—so far. It 
tells all you want to know and wastes no time in telling it. It 
recognizes that travel, like anything else, is bought with “how 


MEXICO $80 A MONTH 
per person. Includes food, liquor, cigarets, your own 


maid, and 17 ft. sloop on magnificent Lake Chapala. 
English American artist colony in fishing village. 


Ajijic, via Chapala, Jalisco, Mexico. - 
Pan-Am comes close—but romances too much. Now. If the 
occupant of this space only had eighty bucks. 


to various places, and a tiny, 


you pay” very much in mind. 


house and patio, cook, 


85. Write Peter Arnold, 


Crosby Kelly believes that such 
exhibits can be extremely effec- 
tive institutional advertising. Quite 
a few national advertisers seem 
to agree. Such companies as Bor- 
den, Walgreen, Greyhound, John- 
son & Johnson, Armour & Co., 
Illinois Bell Telephone Co. and the 
oil industry and construction in- 
dustry all will be represented. 


s Borden will have Elsie and her 
family at the exhibit to receive 
guests; Walgreen will develop 
films; Johnson & Johnson will 
have a small hospital; Armour 
plans to put on a county fair and 
show how meat moves from farm 
to consumer, and the oil industry 
will show color motion pictures 
on petroleum. 

All of the exhibitors are spend- 
ing about $100,000 to $250,000 each 
on their exhibits, and the total 
value of the fair will be about 
$2,500,000. About $1,500,000 of 
the total represents buildings and 
improvements inherited from the 
Railroad Fair, which ran during 
the summers of 1948 and 1949. 

Crosby Kelly and the fair man- 
agement are not going to make the 
exposition entirely educational, 


‘however. Kelly believes in show- 
manship and in giving the visitors 
a good time. 


ws On the list of entertainment 
features is an hour-long “Fron- 
tiers of Freedom” pageant, drama- 
tizing 270 years of American busi- 
ness and industrial development; 
a series of one-hour condensations 
of musical comedy and light opera 
hits; an outdoor ice show and simi- 
lar spectacles. 

Now that construction and re- 
modeling are well under way on 
the 60 acres of fair grounds, Kelly 
is devoting more of his time to 
ways and means of luring the 2, 
200,000 fair-goers he hopes will 
attend—but there is no budgel 
for paid advertising. 

The fair management is depend- 
ing upon the participating com- 
panies to do the major portion of 
the promotion job. The public re- 
lations staff is turning: out press 
‘material and has written travel 
bureaus throughout the country 
and persuaded many of them to in- 
clude a “day at the fair” in tours 
which touch Chicago. 


ws Railroads serving Chicago have 
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‘Who else understands or is 


betier equipped to solve your reproduction problems? x: 
Twenty versatile artists create that touch of genius your 
advertising requires. Artwork in any medium—pencil, 
crayon, brush, pen, water color or oil. = 
PONTIAC'S Six Unified Services under one roof and - 
management mean one contact—one responsibility. 
Try PONTIAC SERVICE—the perfect coordinator of 


your advertising problems. You'll 
with the results! 
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812 W. VAN BUREN STREET © CHICAGO 7, ILLINOIS 
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Advertising Age, June 12, 1950 


tentative plans for running special 
trains to the city from other mid- 
wes‘ern towns and cities, and are 
flying banners in the Chicago rail- 
road terminals. 

Counter cards in stations, of- 
fices, stores and show windows 
throughout the country; radio and 
TV hitch-hikes en shows spon- 
sored by participating companies, 
and logotypes of the fair symbol 
in printed media all will be used 
to sell the “greatest event of the 
vacation season.” 

In addition, more than 800,000 
brochures have been sent to rail- 
roads and bus companies for dis- 
ir bution to their patrons. Some 
of the brochures carry imprints of 
the companies which will dis- 
tribute them. 


s Kelly, whose official title is 
executive manager of the Chicago 
Fair of 1950, was born in a 
suburb sguthwest of Chicago; at- 
tended the University of Arizona 
where he became a czar of student 
employment; spent a year in Mex- 
ico City, where he sang in the Na- 
tional Opera, and in 1941 joined 
Ford Motor Co. as a mechanic. 
After about a year—at the age 
of 24—Ford appointed him direc- 
for of supervisory training. Fol- 
lowing the war, he became direc- 
tor of the Ford Merchandising 
School and put on the highly suc- 
cessful 1949 Ford show at the Wal- 
dorf-Astoria, which attracted more 
than 250,000 visitors in six days. 
He later left Ford to become di- 
rector of advertising and sales pro- 
motion for Rapids Standard Co., 
Grand Rapids, Mich., manufac- 
turer of materials handling equip- 
ment, and then came to Chicago 
at the invitation of Kent Chandler, 
president of the fair commission. 


s Crosby Kelly—despite the gru- 
eling hours of work required to 
get this year’s fair ready by June 
24—already is looking ahead to 
“bigger and better things.” 

If the 1950 fair is successful, he 
is certain that the 1951 edition 
will be even better. The major 
problem this year was time. Many 
prospective exhibitors, who were 
willing to put up the required 
money, did not participate because 
they did not believe there was 
time enough to do the desired 
job. 

Kelly is sure, however, that they 
will be in the fold during succes- 
sive fairs. And he is ready to 
climb on his horse again to see 
that the work is going according 
to plan. 


Cincinnati Adclub Elects 


Sam Rouda, advertising produc- 
tion manager of Kroger Co., has 
been elected president of the Ad- 
vertisers Club of Cincinnati. Joel 
W. Stoval, public relations director 
of WKRC, has been named vice- 
president; Harry Ewry, account 
executive of J. W. Ford Co., sec- 
retary, and Leonard Dahlman, gen- 
eral manager of Advertisers En- 
graving Co., treasurer. 


Gets Rights to Golf Match 


Gunther Brewing Co., Baltimore, 
has signed a contract guarantee- 
ing the Professional Golfer’s As- 
sociation of America a purse of 
$16,500 for a newly established 
Eastern Open Golf Championship 
match to be held at Mount Pleas- 
ant, Baltimore, Aug. 17-20. Ex- 
clusive radio, television and pro- 
gram rights are Gunther’s return 
for the guarantee. 


‘Telegram’ Promotes Funston 


On the anniversary of his 28th 
year with the Toronto Telegram, 
Cecil Funston, retail advertising 
Manager, was appointed assistant 
disp'ay advertising manager. He 
will continue his former duties. 


Roush Appoints Stein 


Emil Stein, formerly copy chief 
of Farson, Huff & Northlich, Cin- 
cinnati, has been appointed chief 
of the copy department of L. W. 
Roush Co., Louisville. 


BIRTHDAY PARTY—Howard P. Hildreth, advertising manager of Mohawk Carpet 

Mill, Amsterdam, N. Y., watches as songstress Roberta Quinlan cuts the cake at 

a party marking the first anniversary of “The Mohawk Showroom” (NBC-TV). Wait- 
ing to be served at left is er Bob Stant 


Condon Joins Katz Agency 


William B. Condon has joined 
| Katz Agency Inc., Chicago, pub- 
| lishers’ representative, as director 
of its television department. He 
| formerly was space and radio time 
| buyer for Wade Advertising Agen- 
cy, Chicago. Louis J. Nelson, me- 
aia director at Wade, will as- 
sume Mr. Condon’s duties until 
Sept. 1, when a successor will be 
named. 


Adrian Bauer Names Kaigler 


David Kaigler Jr., formerly 
production director of Station 
WCAU-TV, has been named di- 
rector of television of Adrian 
Bauer Advertising Agency, Phil- 
adelphia. 


Dau Rejoins Cole’s Agency 


William F. Dau, formerly with 
Equitable Life Insurance Co., has 
rejoined Cole’s Inc., Des Moines 
agency, as account executive. He 
first joined Cole’s in 1946. 


A. D. Adams Moves 

A. D. Adams Advertising has 
moved its offices to 277 Broadway, 
New York 7. 


‘Bonwit Teller Names Fagen 


Madeline Fagen, formerly as- 
sistant director of fashion public- 
ity of J. Walter Thompson Co. in 
the New York office, has been ap- 
pointed publicity director of the 
Chicago store of Bonwit Teller. 


Names Meissner & Culver 


| Meissner & Culver, Boston, has 
been named to handle the adver- 
tising of Marion Electrical Instru- 
ment Co., Manchester, N. H., 
maker of electrical meters and in- 
struments. 


Paterson Joins WCBS 

Kent Paterson, former salesman 
for WOR, New York, has been 
named to fill a similar job at 
WCBS, New York. 


Remember 
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RECENT Compiler of NATIONAL 

BIRTH LISTS EXCLUSIVELY 
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LISTS 90 Fifth Ave., New York 11 
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Now —Kimberly-Clark brings you 


Premium Papers at 
Standard Prices! 


EASY DOES IT! THAT'S 3 TONS OF NEW LEVELCOAT READY FOR SUPERCALENDERING ! 


Now you can make every impression 
a far better impression — without an 
increase in printing cost! For Kim- 
berly-Clark’s four new fully-coated 
Levelcoat* papers with new fiber, 
new formula, give you premium qual- 
ity press performance and reproduc- 
tion—at the cost of ordinary paper! 

You’ll see new whiteness and 
brightness, feel new smoothness, in 
all four Levelcoat papers. In make- 
ready, on large or small presses, 


you'll discover new economy and 
dependability. Finally, in comparing 
reproduction with that of any other 
paper, at any price, you'll agree 
there’s a striking new difference in 
the quality of printing achieved— 
with less waste—on new Levelcoat. 
So regardless of your paper re- 
quirements — for long runs or short 
runs, for advertising pieces, mag- 
azines or house organs—look to 
Levelcoat for printability at its best. 


cleaner, smoother. 


Anon 


Quick death for bark! In huge rotating steel 
drums, logs are stripped of bark as they pound 
and rub together. Removal of all such undesir- 
able elements helps make new Levelcoat whiter, 


And for greater strength, ex- 


clusive new LongLac fibers are now included in 
all four Levelcoat papers. 


How bright 
is dewatered, each 


made from tree to 


“Face powder” for Levelcoat's “complexion.” 
As an aid in imparting the proper surface to 
all Levelcoat papers, only soft, white clay of face 
powder texture is used in the coating formulation. 
And now, a finer balance of all coating in- 
gredients gives new Levelcoat the smoothest, 
whitest printing surface in Kimberly-Clark history. 


ight ? At Kimberly-Clark the 


brightness test tells—and as groundwood stock 


sample taken must pass this 


test. It’s just one of 79 checks on paper quality 


press—79 reasons why Level- 


coat gives you the press performance and re- 
production of higher-priced paper. 


Before choosing any printing paper — Look at Levelcoat 


New HIFECT* —with sulphate-cooked 
fibers added, permanence, foldability, di- 
mensional stability make Hifect ideal for 
covers or any fine letterpress printing. 


New LITHOFECT* -—for offset printing, 
Lithofect provides a moisture-and-pick-re- 
sistant coating. Offers outstanding foldabil- 
ity. Renders colors without loss of density. 


New TRUFECT*—whiter, smoother, folds 
even better than before. Trufect, for letter- 
press, offers faster ink setting time, greater 
press dependability, finer reproduction. 


New MULTIFECT*—an economy sheet 
for volume printing. Now Multifect has added 
strength, better foldability, greater uniform- 
ity ream-on-ream than ever before. 


* TRADEMARK 
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Fair Trade Group Explains 
N. Y. Record Situation 

To the Editor: In ADVERTSING 
AGE of May 1, there is an article 
headed “Battle Weary Discs 
Plagued by Price Cuts.’’ One para- 
graph in the article says: 

“Nobody seems to know exactly 
who is responsible. ‘The dealer 
blames the distributor, the dis- 
tributor blames the manufacturer 
and the manufacturer, the other 
two, while the truth of the matter 
is that everybody probably is at 
fault,’ the metropolitan distributor 
for one of the largest record mak- 
ers told AA.” 

A reference was made to fair 
trade as follows: 

“This dealer characterized fair 
trade as a ‘one-way loyalty system’ 
used by manufacturers ‘to hit re- 
tailers over the head when mer- 
chandise is short,’ but otherwise 
ignored.” 

The situation in New York is 
something like this: Decca, RCA 
Victor and Capitol records are dis- 
tributed in the New York area 
through wholly owned §subsidi- 
aries. The picture seems to be that 
the distributor wants records to be 
fair-traded and he goes to the 
parent company, the manufactur- 
er. The manufacturer says, in ef- 
fect, we do not fair-trade but if 
you want to fair-trade locally, that 
is up to you. 


This department is a reader’s forum. Letters are welcome. - 


The three distributors mentioned 
did fair-trade, but without full sup- 
port from the manufacturers. They 
in turn notified their retailers that 
their products were fair-traded. 

Columbia records are distrib- 
uted in the New York area through 
an independently owned distribu- 
tor, Times-Columbia. Times-Col- 
umbia asked Columbia Records if 
they, as a distributor, could fair- 
trade and Columbia said it was 
okay with them. They said they 
did not fair-trade, but they had 
their permission to fair-trade. 

The point here is that it should 
be remembered that fair trade is 
essentially a law to protect a man- 
ufacturer’s property right in his 
good will. It is up to the manufac- 
turer to decide that fair trade is the 
best method of distribution for him 
to follow. Since it is the best meth- 
od for him he should enforce his 
own fair trade program militantly. 

In the case of records in New 
York, it would appear that this 
basic factor is missing and chaotic 
market conditions quickly follow. 

Another element seems to be 
present in the current situation in 
that the distributors and retailers 
seem to be anxious to dispose of 
78s at almost any price while try- 
ing to maintain orderly marketing 
conditions for the long-playing, 
33s and 45s. 

If this assumption is correct, 


then it might be a sound merchan- 


The Conrier 


THE LOUISVILLE TIMES — 


Owners and operators of Radio Station WHAS and Television Station WHAS- TV 


x 


-Zournal 


dising idea to withdraw 78s from 
fair trade. The next step would be 
to notify the trade that 78s were 
no longer fair-traded, but that 
militant enforcement was planned 
in the sale of long-playing, 33s and 
45s. An alternate would be to re- 
duce the fair trade minimums on 
the 78s. 

Under fair trade, a manufactur- 
er can reduce his prices, take one 
product off fair-trade and put 
another one on, or employ prac- 
tically any merchandising plan he 
might employ if his products were 
not fair-traded. 

JoHN W. ANDERSON, 

President, American Fair 

Trade Council Inc., Gary, Ind. 


Finds Newspaper Color 
Well Worth the Price 


To the Editor: Your editorial in 
this week’s issue of ADVERTISING 
AGE on the subject of “Improving 
Color in Newspapers” prompted 
the writing of this letter. 

We believe we were one of the 
first to use four-color newspaper 
advertising, having run several of 
them in the South Bend Tribune, 
and we are enclosing one run a 
couple of months ago, which we 
believe comes the nearest to being 
magazine copy in a newspaper that 
has ever been produced. 

It might be interesting to you 
to know the “pulling power” of the 
color ad which we believe is 
quite outstanding. In this particular 
instance this ad came out in the 
Saturday evening paper and our 
sales the following Sunday showed 
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an increase over the average Sun- 
days for the previous three months 
large enough that the profit of the 
additional business paid for this 
ad in one day. I believe you will 
agree with me that regardless of 
the amount of money you spend 
for advertising, if you can do 
enough additional business, on the 
strength of the ad, to cover the 
cost in one day, you can not be too 
far wrong. 

While expensive, we believe in 
color and it is worth the difference 
in price and your thought as ex- 
pressed in the editorial harmonizes 
with our way of thinking. 

H. J. Mutpoon, 

Bonnie Doon Ice Cream Co., 

Mishawaka, Ind. 


‘Inside Story’ Is Available 


To the Editor: Reading the Phil- 
ip Morris story in this issue of AA 
reminds me that this series is too 
important and too valuable to be 
lost in such a fragile thing as a 
magazine. 

I’m sure if there is some way for 
you to reprint these stories in pam- 
phlet form, you would make the 
advertising world very happy. Or 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


maybe you would want to get 
them all together in a book? Either 


iia iep 


way, put me down for it—and I 
don’t even know what it’s going 


to cost! 
JOSEPH Katz, 

The Joseph Katz Co., Balti- 

more. 

One volume of detailed case 
histories, “The Inside Story of 
America’s Greatest Merchandising 
Organizations,” has been available 
in reprint form for some time. 
Others are made available from 
time to time. 


San Antonio Retailers Get 
Report on Radio Success 

To the Editor: We thought your 
story “Radio is Best for Retailer, 
Ward Reports” in the May 22 issue 
of ADVERTISING AGE to be an out- 
standing article. It is certainly 
a hard-hitting sales story for radio 

We are of the opinion that this 
would make an ideal mailing piece 
to local business men in San An- 
tonio. Please advise if we may have 
permission to reprint this article 
giving ADVERTISING AGE credit for 
it. 

EARLE FLETCHER, 
Assistant Manager, Station 
KABC, San Antonio. 


Says Good Sportsmanship 
Should Get Into Business 

To the Editor: Thank you for the 
good thoughts expressed in your 
editorial, “Long Term Television 
Contracts,” in your May 22 issue. 

Yes, I suppose that the moral in- 
dignation is a little beside the 
point, although hypocrisy is usu- 
ally considered immoral, and it 
surely is hypocrisy when an ad- 
vertiser wants lower rates on AM 
stations because of the growth 
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the rates on television. At least, 
it is lack of consistency. 

There is another constructive 
thing that we ought to put into 
business called good sportsman- 
ship. The very fact that we have 
no umpire, except a government 
umpire whom we don’t want, 
should impel us to be good sports 
in our dealings with others. We 
surely should have brought up a 
generation of good sportsmen with 
our present large number of high 
school and college graduates. 

In these rate chisels, the im- 
moral thing, if there is anything 
immoral, is the unilateral use o 
power to force changes in custom 
Good sportsmanship would call for 
conference and agreement. 

I am not taking issue with your 
editorial at all. I think it is splen- 
did and constructive. 

T. F. FLANAGAN, 

Managing Director, National 

Association of Radio Station 

Representatives, New York. 


. 
P&G Series Gets An Encomium 


To the Editor: Gripes are always 
more prevalent than encomiums 
because of the peculiarities of hu- 
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POP-UP—Quaker Oats Co.’s new counter 
stand, featuring pancake mix, is con- 
structed so that the figure of Aunt Je- 
mima on the box becomes part of the 
display itself. The three-dimensional ef- 
fect of the tray, with pop-up dishes, in- 
creases the effectiveness of the piece, 
which was produced by Consolidated 
Lithographing Co. 


CBS Asks Extended 
TV Cable Facilities 


New YorK—Columbia Broad- 
tasting System has ordered ex- 
tension of the coaxial cable for 
TV network service as far south 
as Jacksonville and Birmingham 
and as far west as Omaha. CBS 
has asked American Telephone & 
Telegraph Co. to have this ex- 
panded live network ready for use 
by Sept. 30. 

At that time Columbia will have 
44 live affiliates, out of a total of 
60 stations, compared with 29 sta- 
tions which now have coaxial 
cable or microwave relay service. 
Earlier this year, CBS asked for 
the service to be extended to 
WFBM-TV, Indianapolis, and 
WHAS-TV, Louisville. 

Among the cities to be served 
by the extended live hookup will 
be Jacksonville, Charlotte, Greens- 
boro, Atlanta, Richmond, Birming- 
ham, Minneapolis, Davenport, Ia.. 
and Des Moines, Kansas City and 
Omaha. 


NIAA Chapter Changes Name; 
Elects Tessier President 


The Montreal chapter of Nation- 
al Industrial Advertisers Associ- 
ation has changed its name from 
Technical Advertisers Association 
of Montreal to Industrial Adver- 
tisers Association of Montreal. 
Gerald H. Tessier, advertising 
manager of James Robertson Co., 
has been elected president. Other 
officers are: E. H. Woodley, Nor- 
thern Electric Co., vice-president; 
G. C. Draper Jr., Peacock Bros., 
secretary, and J. M. Gallagher, of 
J. J. Gallagher & Sons, treasurer. 

The club’s first award of the Ned 
Sheppard Industrial Advertising 
Award, established this year by 
Canadian Engineering Publica- 
tions, was won by Aluminum Co. 
of Canada Ltd. and its agency, 
Cockfield, Brown & Co. The 
award is given for the campaign 
which shows the best use of in- 
dustrial advertising. The second 
award was given to Dominion 
Bridge Co. and its agency, McKim 
Advertising Agency. 


Larson Appoints Broyles 


__ In the May 22 ApveRTISING AGE 
it was erroneously stated that 
Galen E. Broyles Advertising 
Agency, Denver, has been named 
to handle the advertising for In- 
ternational Harvester refrigerators 
in Colorado, Wyoming, parts of 
Nebraska and northern New Mex- 
ico. Actually the Broyles agency 
has been named by Larson Dis- 
tributing Co., Denver, which han- 
dles, among other appliances, In- 
ternational Harvester refrigerators. 


Issues Farm Market Study 


The Dakota Farmer, Aberdeen, 
S. D., has completed a market data 
brochure, “1950 Dakota Wealth 
Story,” which outlines totals of all 
{ Crop and livestock produced and 

acres harvested in the Dakotas 

last year. Also given is the in- 
come, inventory and wealth of the 
| Dakotas as a whole. . 


Richfield Oil Ad 
Drive Timed to Hit 


Vacation Travelers 


Los AnNGELEs—Richfield Oil 
Corp. has launched a Pacific Coast 
advertising campaign to coincide 
with the start of the western vaca- 
tion travel season. Media to be 
used include network radio, daily 
and weekly newspapers, TV spots, 
magazines, 24-sheet posters, Sun- 
day magazine supplements and 
point of sale material. 

Twin objectives of the drive 
are: (1) announcement of a “per- 
formance booster” for gasoline, 
and (2) revelation of Richfield 
Rust-Proof gasoline’s success since 
its introduction a year ago. 


ws The rust protection feature 
claimed for the gasoline will be 
dramatized by comparing two sets 
of fuel system parts from 1949 
cars, one from a car using ordinary 


gasoline and the other from a car 
using the Richfield gasoline. 

Photographs of the parts will be 
displayed in newspaper and maga- 
zine ads, on TV spots and in l1,- 
000,000 copies of a consumer fol- 
der. 

Hixson & Jorgensen Inc. here 
handles the account. 


Art Directors Reelect Evans 


Edward Evans, John Falkner 
Arndt & Co., has been reelected 
president of the Art Directors Club 
of Philadelphia. Other officers re- 
elected are: Vice-president, Wil- 
liam Maxwell, Hutchins Adver- 
tising Co.; treasurer, Car Eich- 
man, General Outdoor Advertising 
Co., and secretary, Al Andrews. 


Represents TV Stations 


Jack Cahill, who resigned last 
March as president of W. F. Cole- 
man Co., Pacific Coast publishers’ 
representative, has established Jno. 
J. Cahill & Associates, San Fran- 
cisco, with offices in the Russ 


Bldg., to represent TV stations. 


Argentine Line Plans Drive 


Argentine State Line, repre- 
sented in North Atlantic ports by 
Boyd, Weir & Sewell, will soon be- 
gin an advertising campaign on its 
new passenger steamship service 
to South America. Wendell P. Col- 
ton Co., New York, is the agency. 
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Clearcoup to Gardner Co. 


Clearcoup Corp., Minneapolis, 
has named Fred Gardner Co., New 
York, for advertising of a gro- 
cery store coupon redemption ser- 
vice. No media schedules have 
been set. Recently reorganized, 
the company is a new advertiser. 
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The J.L.HUDSON Co. 


America’s Second Largest 
Department Store Places 


ADVERTISING IN THE DETROIT 


FREE PRESS 


One of America’s greatest, most aggressive far-visioned department 
stores is the J. L. Hudson Company of Detroit. What it does with its 
advertising, with its merchandising, with its public relations policies 
is widely noted, carefully and thoughtfully followed. 


Toiletry and drug advertisers everywhere should take note that the 
J. L. Hudson Co. depends primarily upon the women readers of 
The Detroit Free Press to keep going and keep up its huge volume 
of sales in the toiletry and drug field. 


In 1949, the Hudson Store used ONE HUNDRED TWENTY-SIX 
PAGES of toiletry and drug advertising in Detroit newspapers. Of 
these, EIGHTY-FIVE PAGES or 67.8% of the lineage appeared in 
The Free Press. . 


*WOMEN READ AND LIKE THE FREE PRESS 
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Michigan Bells Give Same Annual 
Report to Employes, Stockholders 


Localized Pamphlets for 
20 Large Exchanges are 
Also Distributed 


Detroit—Michigan Bell Tele- 
phone Co., a pioneer in the pro- 
duction of attractive and effective 
annual reports, does not issue a 
separate report for employes, con- 
trary to a practice which has 
grown steadily among other com- 
panies. 

Instead, the company sends the 
same report to stockholders, bond- 
holders, employes, retired em- 
ployes and everyone else on its 
list. Furthermore, this year it sup- 
plemented its full report with 
four-page leaflets personalized to 
20 of the cities covered by the 
system. 

“Michigan Bell’s 1949 Story,” 
the annual report covering 1949 
which went into the mails last 
month, is notable also for two 
other innovations: The main points 
are made by the use of pictures 
and dialog between employes and 
customers, or between two em- 
ployes; and—the formal balance 
sheet and income statement appear 
on the last two spreads in the 
32-page booklet. : 


a “We think of our annual re- 
port as a report to the public, and 
that includes stockholders, bond- 
holders, employes and many others 
who have an interest in our af- 
fairs,” P. T. Smith, general infor- 
mation manager, whose depart- 


ment handles production of the 
reports, told ADVERTISING AGE. 

“We try to write the report so 
that it will appeal to ordinary 
folks, and not just to one or two 
special groups. 

“The largest distribution of the 
report is to employes, active and 
retired. The report is mailed to 
their homes with a transmittal let- 
ter from our president. We do not 
favor a different report to em- 
ployes from that which goes out- 
side the company, because we feel 
our own people wish to have, and 
are entitled to have, the story in 
the same form that it reaches in- 
vestors and others.” 


ws The report is attractively and 
pleasingly printed in two colors, 
with a two-color cover on special 
cover stock, but it is by no means 
elaborate. The company pays 
special attention to developing an 
inviting cover. “Frankly,” says Mr. 
Smith, “our effort in developing 
an attractive cover is to induce 
those who see it to want to open 
the report and find out what is 
inside. Both in the cover and in 
the over-all treatment we strive 
to create a favorable impression— 
almost, perhaps, an emotional re- 
action.” 

A single general theme usually 
runs through the report—in the 
case of the 1949 report the fact 
that the company’s earnings on 
invested capital are dangerously 
low, thus raising the problem of 
whether sufficient new capital can 
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MOLONEY, REGAN & SCHMITT, INC., NATIONAL REPRESENTATIVES 
OWNERS of RADIO STATION WTAG 


A WG STAKE IN THE COMMUNITY 
le furaishing « service essential to the social and economic 
dollars 


Then, too, the Western Electric Company has been spead- 
ing around $64,000 « year in Pontiac, buying 
for Michigas Bell aad the other Bell System 


ment provided maay more telephone oumbers. 


GETTER THAN EVER... 

Calls were bandied faser and more accurately than ever. 
Aod equipment troubles were even less than 4 year ago. 
The bigh quality of telephone service grows steadily bewer! 


SERVICE BECOMES MORE VALUABLE AND 

“ Exteaded ares service —the bigges: service improvement in 
the history of Traverse City—was inwwoduced during 1949. 
The new service permits toll-free calling between Traverse 
City aad Williamsburg. This summer Traverse City's local 
service area will be further enlarged by adding Elk Rapids 
aod Lake Leelanaw. 


IN PONTIAC 


A REPORT TO MICHIGAN BELL PEOPLE 
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MONEY INVESTED IN TRAVERSE CITY 
(IN PAST 4 YEARS TO EXPAND AMD UAr@OVE SERVICE 

—— ow rota. 
$ 62,63) $ 166,508 § 231,219 


Mew poles, wire ond cable 


Mew wbscriber equipment 09462 179,310 296,772 


Mee contra! offs eagmpment 10504 = 290,723 258,227 
Lond ond Bultdinge 19,22) 194,069 = 213,290 
Tote! $ 189818 $ 781,490 § 971,508 


Most of the money iavested io new telephone aod 
ja construction last year came from ie all 
walks of life who bought telephooe stocks and bonds. On 
the average, our business io 1949 produced for these inves- 
tors « return of about 4)9%—or less than half as much as 
other businesses with which we must compere for investors’ 
dollars. 


LOCALIZED STORY—Pages 1 and 4 of the localized report for Pontiac are shown 
above, with Pages 2 and 3 of the Traverse City report, showing how a standardized 
form was localized for 20 different exchanges in the Michigan Bell system. 


be secured to provide added im- 
provements in service. 


With this general theme in 


mind, the company tries to em-' 


phasize half a dozen or so impor- 
tant points, 
or treatment which it hopes will 
carry the reader’s interest easily 
from one section of the report 
to the next. 


@ In the 1949 report, the device 
used to implement most of the 


sections is a conversation between | 


actual employes of the company 
and a customer or another em- 
ploye. A typical spread shows 
Robert Hall, Escanaba installer, 
handing her phone to new sub- 
scriber Mrs. Everett Stebbins, with 
caption lines in simple, easy-to- 
understand terms. 

On the facing page are charts 


using some device! 


and brief text explaining that the 


| company has installed 600,000 new 


phones since the war, and that “the 
growth and expansion of the tele- 
phone system—and the jobs of the 
employes who build, operate and 
maintain it—are made possible 
by the money investors put into 
the business.” 

These conversation pieces seem 
to have caught on, and have drawn 
an unusual number of favorable 
comments, so that they may be 
continued in other years, although 
no decision has been made as yet. 


@ Michigan Bell’s basic philosophy 
with regard to annual reports is 
concisely stated by Mr. Smith. 
“To the extent possible,” he says, 
“we try to make the copy infor- 
mal and to talk about the people 
who do the job. Too many re- 
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ports, it seems to us, feature statigy 
tics and machines rather than (i 
human beings who create the stg 
tistics and run the machines. 

“We favor keeping as Maihy 
figures as possible out of the text, 
using them only where it seem 
necessary to make a point. Ap 
most nobedy reads, remembers @ 
understands figures. The man wh» 
wants them prefers to get them ® 
the income statement, the balang 
sheet or a table.” 


w The localized four-page pam. 
phlets introduced this year wep 
developed in this way, Mr. Smith 
explains: ; 

“We have recognized for a long 
time that people have difficulty 
in grasping large figures and fur. 
thermore that they are less ip. 
terested in the over-all accom. 
plishments of the company thay 
they are in its accomplishments jp 
their own locality. 

“Some discussions which Mr 
Day, our vice-president in charg¢ 
of public relations, and I had wit} 
a number of first-level superv:so 
and with employes last fal 
brought home to us very forcibl 
the fact that people in general ar 
greatly interested in what is go: 
ing on in their own communities 
Out of those discussions we camt 
up with the idea of preparing lo 


calized pamphlets for our large|i 


exchanges, to be distributed a 
the time we got out the annud 
report, and to tie the local situ 
ation into the over-all company 
picture. 


s “Each employe received a pam: i 


phlet for the exchange where ht 
works and many of our supervison 
held discussion meetings with thei 
people, relating and comparing th 
information for the local commun 
ity to that for the company asi 
whole. The pamphlets also haji 
wide distribution among the pub 
lic. Managers sent them to key 
people in the community and they 
were available in our business of- 
fices. From the information which 
the pamphlets contained, localized 
stories were given to, and widely 
used by the newspapers.” 

The pamphlets, containing fou 
5x7” pages, are in one color, and 
identical. in format and contents, 


except that the figures are local-}, 


ized in each case. They tell how 
many calls were handled on the 
exchange last year, how many 
miles of outside equipment and 


what central equipment was added,|T 


NEW LOW COST “a 
GEM COLOR PRINTS 


add LIFE to your sales pieces © 


dip, ple 


in quantities of 5000 prints 


Now low GEM prices make full color prints available at practically 


the cost of black and white. 


Sparkling GEM prints are ideal for 


short runs, catalog pages, post cards, circulars, posters, and yearbooks. 
Gem Color is a new letterpress color process reproducing your Koda- 
chromes or art work with glass printing plates. Costs are reduced up 
to 50% over ordinary engraving procedures. 


For FREE samples and prices . . . Write Today! 
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vember. The new TV station would | Masonite Promotes Two 
cover the San Diego trade area. | 


. tg His AM - Masonite Corp., Chicago, man- 
service continued m la separ frac he Bag Fo. . -_ ufacturer of building materials, | TOP SALES M AN 
to IMPROVE 2 000 watts, Mr. Rivera announced. | 28S promoted Thomas Gaskin, for- 


= merly manager of the central sales 
ORE LOCAL ANE LONG MeN ANOS sanNICH Me division, to national manager of hy OT S 
ant pies if Vactric Appoints Cousins concrete form liner sales. Lee in t e DAK A 
é Vactric Inc., manufacturer of| Rodda, assistant manager of the 
electrical home appliances, has/central division, succeeds Mr. The MOST Effective 
named S. John Cousins, formerly} Gaskin as manager of the divi- 
Vactric account executive with] sion. ADVERTISING, MERCHANDISING 
William von Zehle & Co., New and EDITORIAL INFLUENCE 


York agency, as U. S. sales repre-| ibe 
sentative. Mr. Cousins has formed ralises Vacations i in the DAKOTAS! 
Tri-Coro Inc., New York, to na-| A new policy liberalizing va- 


tionally market Vactric products. |¢@tions for all employes has been Dakotas Own Hagasene 


Spm memeces! 1) kx01A FARMER 


Publishing Co., New York. Per- 
Beam Names Brown V. P. sons in the employ of the com- 


Stanley L. Brown has resigned| pany two years will be given three 


as sales manager of Gibson Dis-| weeks’ annual vacations and all ARERDLEN SOUTH O° KOTA 
ffi be Oe 4 tilling Co., New York, subsidiary|employes with the company 10 i acicca email inate sting 2s 
culty See ae of Schenley Industries, to become} years will be given four weeks. 
es . e vice-president of James B. Beam _, 
- ~p! : 
accom} ¢ Gaba og Of stilling Co., Chicago, Covering Catholic Schools, Churches, Convents, Rectories, Institutions 
y than ‘Courier-Express’ Adds Color 


CONVERSATION PIECE—A typical spread from the 1949 Michigan Bell report, 


ents in . : erie One, two or three colors in ad- CHURCH PROPERTY ; 
recording a simple conversation between two identified employes on the left, and PP S02. ; : 
amplifying the point made with the material on the right-hand page. dition to black are now available ; , : 
+h Mr to advertisers in daily issues of ADMINISTRATION :. 
chargé the Courier-Express, Buffalo, N. Y. , , ; 


id with the amount of money invested in Mex., expects to have a television! Black and one-color insertions can 
rvisorg these facilities during the year and station in operation there by No- be had on Sundays. 

t falg Or a four-year total, the number 
orcibly & employes, wages paid, etc. 

ral aré 
is go: 
unities 


Published bi-monthly at 20 West Putnam Ave., Greenwich, Conn. 


s All copies of the report went 
out with a transmittal letter over 
> cams the name of T. N. Lacy, president. 
ing lo} A short note to retired employes 
large| invited comments on the booklet. 
ted ajA longer letter to present em- 
annud|Ployes pointed out that the re- 
1 situ|port is “mostly a story about you 
mpan}| and the other men and women who 
work for Michigan Bell.” 
It went on to report a boom year 
1 pam in business, but also emphasized 
ere jy|that earnings were only 4.6% on 
rvisonjmoney invested in the business 
h the;jand that “in the long run the 
ing thi company’s ability to serve the pub- 
nmun§ lic and provide good jobs depends 
y as gon our ability to earn a much 
o hajjhigher rate of return on invest- 
> pubyment money.” 
o key 
d they| Advertising Auditors Formed 
oss of-| to Study Retail Store Ads 
which} Advertising Auditors, with of- 
salized|fices at 60 E. 42nd St., New York, 
widely "7 been —— a. Sarees - 
tail stores in cities where expe 
g four|#dvertising counsel is not eco- UNIFORMITY format. (The thir- 
r, and nomically feasible. The service Some vee —— ted Magazines ore 
ntents studies the style used by the re- teen tot one gravure plont.) 
tail store taking the service and 

local-| suggests solutions for certain flaws 
1 howWlof execution and thinking that 
m thejrender the particular style less ef- 
many|fective. Advertising Auditors con- 
t and/ducts its service entirely by mail. 
added,|The fee ranges from $50 to $150 
for the average store. 


Rival Mtg. Appoints Five 


Bernard F. Sears, general sales 
manager of Rival Mfg. Co., Kansas 
City, Mo., manufacturer of irons, 
can openers, juicing devices and 
other household accessories, has 
been promoted to vice-president 
in charge of sales. George B. Roth, 
@ member of the advertising staff 
since 1947, has been named mana- 
ger of the advertising department. 
yl = Dvorak, formerly gen- 
eral sales manager of Swing-A- perat 
Way Mfg. Co., St. Louis, has been = Noting the mogazines- 
appointed assistant to the presi- ait 
dent. Albert R. Johnson, formerly 
advertising manager of Swing-A- 
Way, has been named merchandis- 
Ing manager of Rival. Justin K. 
Munger has been appointed sales 
promotion manager of the com- 
pany. 


Gundlach To Erwin, Wasey 


Waldo L. Gundlach, formerly 4 
vice-president of Hamilton Ad- ATLANTA JOURNAL 


vertising Agency, Chicago, has Yt COLUMBIA STATE 
joined Erwin, Wasey & Co., Chi- a COLUMBUS DISPATCH 
cago, as account executive and : ; HOUSTON CHRONICLE 


copywriter. ‘ INDIANAPOLIS STAR 


Gets Vacuum Tube Account LOUISYELLE COORIER-JOURNAL 


Eitel-McCullough Inc., San 
Bruno, Cal., manufacturer of vac- 
uum tubes, has named Conner, 
Jackson, Walker & McClure, San 
Francisco, to direct its advertis- 
' ing. 


Tijuana to Get TV Station errs : magna 
George Rivera, owner and man- Interested? Contact any of the following Representatives: Branham Company, Cresmer and Woodward, Jann & Kelley, Budd Company, 
ager of Station XECA, Tijuana, Kelly-Smith Company, O'Mara & Ormsbee, Osborn, Scolaro, Meeker & Scoff, er-Ferguson-Walker Company. 


for highest reader participation. Total circulation: over 2/660,000 
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TP&W Railroad Pokes Fun at Self in Folder 


Peoria, ILt.—Toledo, Peoria & 
Western Railroad has taken a 
humorous approach to its history 
in an advertising folder entitled 
“What's in a (Nick)name?” 

Some of the nicknames with 
which the railroad has been tagged 
are: “Tired, Poor and Weary” 
(given when the company was 
suffering financial difficulties in 
1875); “Tip-Up” (outgrowth of a 
serious wreck in 1887) and “Two 
Pony and Wagon” (origin un- 
known). It also is referred to by 
people along its route as just the 
TP&W or the “Tee-Pee”. 

“Humor about oneself is all too 
rare in business,” J. Russel Coul- 


ter, president of the “Tee-Pee,” 
said, “but no one can laugh at you 
as long as you laugh with them.” 

The folder closes on a humor- 
ously businesslike note, claiming 
the railroad is not a bit sensitive 
about its collection of choice (and 
not so choice) nicknames, so long 
as prospective shippers remember 
to put TP&W initials on their bills 
of lading. 

Arbingast, Becht & Associates 
here is the agency. 


WOI-TV Names Weed & Co. 
WOI-TV, Ames, Ia. has ap- 


pointed Weed & Co. as its national 
representative. 
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Color 
Process Plate 
Specialists 
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These top-flight features and the pick of the comics, 
together with outstanding news, financial and sports 
coverage, make the Courier Express Buffalo's best 
read and best liked newspaper. 


BUFFALO 


Courier 
a EXPRESS 


«REPRESENTATIVES: tae 
OSBORN, SCOLARO, MEEKER & SCOTT 


UPS EUREKA SALES—Eureka division of 
Eureka Williams Corp. reports ads like 
this running in 123 cities have resulted 
in greatly increased sales of Eureka 
vacuum cleaners. Casler, Hempstead and 
Hanford, Chicago, is the agency. 


Eureka Credits Ad 
Drive with Boosting 
Cleaner Sales 


BLOOMINGTON, ILL.—An adver- 
tising and promotion campaign, 
started early this year in news- 
papers in 123 cities across the 
country, is primarily responsible 
for greatly increased sales of 
Eureka vacuum cleaners, accord- 
ing to A. L. McCarthy, executive 
vice-president of the Eureka di- 
vision of Eureka Williams Corp. 
“Sales this March exceeded by 
three and one-half times those of 
March, 1949,” McCarthy said, “and 
we are still going strong. While 
we have a greatly improved prod- 
uct that has caught on with the 
public, a large part of this in- 
crease must be credited to our 
spectacular advertising promotions 
in the larger cities.” 

The campaign, started as a fac- 
tory-backed drive, has gained such 
widespread dealer acceptance that 
in April 60% of the program was 
dealer cooperative, and indications 
are that the cooperative percentage 
will increase in succeeding months. 


a The ad, featuring the Eureka 
3-in-1 Wonder cleaner, includes 
a coupon, a ten-day free trial offer 
and the retailer’s telephone num- 
ber. 


“A tremendous number of sales 
have resulted from leads obtained 
through telephone and coupon in- 
quiries,” McCarthy said. “The first 
thing our salesman tries to do is 
make a home demonstration ap- 
pointment. He’s on his own then, 
and if a sale doesn’t result it’s 
not the fault of the ad.” 

Present plans call for extending 
the campaign into Texas, which 
was not included in the initial test. 

Casler, Hempstead & Hanford, 
Chicago, is the agency. 


Florist's Group Maps Drive 


Florists’ Telegraph Delivery As- 
sociation will launch a new cam- 
paign in July through Grant Ad- 
vertising, New York, to promote 
Interflora, a world-wide service. 
The campaign is being timed to 
coincide with peak overseas travel 
periods. The media list includes: 
American Magazine, The Ameri- 
can Weekly, Business Week, Col- 
lier’s, Ladies’ Home Journal, Life, 
Nation’s Business, The New York- 
er, Newsweek, Redbook, The Sat- 
urday Evening Post, Time and 
Woman’s Home Companion. 


McNamara Joins DeVita 


R. C. McNamara, formerly sales 
manager in the agricultural chem- 
icals division of North American 
|Cyanamid Ltd., Toronto, has 
joined Vincent DeVita Studios, 
Toronto, in the same capacity. 


Ford in Canada Names Four 

Ford Motor Co. of Canada Ltd., 
Windsor, has announced the fol- 
lowing new appointments. James 
M. Ferriss, district manager in the 
Ford-Monarch division office in 
Winnipeg, and with Ford since 
1946, has been appointed general 
sales manager, a newly created 
post. Percy G. Willey, who has 
been manager of the Ford-Mon- 
arch division for Canada, has been 
named to the new post of assistant 
general sales manager. James C. 
Miller, formerly Mercury-Lincoln- 
Meteor sales manager in Winds- 
or, has been made manager of 
sales staff services. J. Kenneth 
McKay, formerly sales executive 
assistant, has been appointed as- 
sistant to the vice-president of 
sales and advertising 


Wank & Wank Names Four 

Wank & Wank, San Francisco 
agency, has announced the follow- 
ing staff additions. David Orthwein, 
formerly account representative 
with the Bureau of Advertising, 
ANPA, New York, has joined 
W&W as account executive. Al- 
fred Gross, formerly with E. R. 
Squibb & Sons, New York, has 
joined W&W as copywriter. J. V. 
K. Harger and James Ruttencut- 
ter have been named vice-presi- 
dents of the agency. 
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Form Canadian Registry 

A Central Registry of Subserip 
tion Representatives has been op, 
ganized in Toronto as an affij 
of Periodical Press Association, 
aid in the identification and regy. 
lation of subscription sales 
in all parts of Canada. George y 
Laughton, Maclean-Hunter Py}. 
lishing Co., is chairman of the 
board upon which publishers ang 
subscription agencies will hp 
equally represented in the dires. 
tion of the new group’s operations 
John R. Sarney, formerly with th 
Periodical Press Association, i; 
manager. Offices are located x 
137 Wellington St. W., Toronto, 


Rita Allen, Cunningham & 
Walsh, New York, has been electej 
chairman of the Council of Aj. 
vertising Agency Librarians, Hj. 
zel Conway, Dancer-Fitzgerald- 
Sample, has been named vice. 
chairman, and Katherine D, 
Frankenstein, Batten, Barton 
Durstine & Osborn, has been ap 
pointed secretary. 


Gates Joins Schnitzer 
Blaisdell Gates, formerly wit 
Abbott Kimball Co. of Californi 
Los Angeles, has joined the staf 
of Bernard B. Schnitzer Inc., Sa 


Francisco, as account executive 


THE BUDD PLANT 


It’s the $7,000,000 plant being erected on a 140 
acre tract by THE BUDD COMPANY of Philadel- 
phia and Detroit, makers of auto bodies and basic 
equipment, due to be in operation by September 


of this year. 


This is the largest and most important addition to 
Gary industry since the building of the largest steel 
mills in the world, and will provide additional 
employment and increase the over-all buying power 
of the Gary Trading Area. 


Gary is the second largest city in Indiana, and sec- 
ond largest within a 100-mile radius of Chicago. 


The Gary Area is rated by IRON AGE as the 


largest industrial region 
third in the nation. 


in Indiana, and twenty- 


Industry is humming and payrolls are steady, a 
splendid market for nationally advertised products. 
In this area there is nothing to equal the selling 


power of 


aver 


Life 
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THE GARY POST-TRIBUNE: 


Gary’s only newspaper 


It reaches more than 95% 


of the families in the city 


zone, each week day evening, and an average of 
better than 80% of all families in the entire Gary 
Trading Area. More than double the effective 
family coverage of all Chicago dailies combined in 


this market. 


National Representatives: BURKE, KUIPERS & MAHONEY 
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«| for Esquire Inc. 

of the 

Ts and} New YorK—Esquire Inc., pub- 
ill bel jisher of Esquire, Coronet and Ap- 
Si®| pare! Arts, last week went to court 
ith the} to keep the management of 488 
on, js} Madison Ave.—where the maga- 
ted a] zines are installed in swank new 
nto. | offices—from naming the new 23- 


} story building “The Look Bldg.” 

a Esquire Inc. started injunction 
proceedings in U. S. district court 
after its protests against the pro- 
posed name went unheeded. The 
motion is expected to be argued 
next week. 

Largest single tenant in the 
modernistic structure is Cowles 
Magazines Inc. The publisher of 
Look, Quick and Flair has a 15- 
year lease on four floors in the 
building. As its largest tenant, the 
company received first option on 
the name. An agreement to name 
the building “Look” was reached, 
with the stipulation that the pub- 
lisher make “additional considera- 
tion by way of increased rent,” a 
spokesman for Cowles said. He 
pointed out that this is routine 
procedure in such cases. 


s In its complaint, Esquire Inc. 
harges that to change the name 
rom “488 Madison Ave.” to “The 
k Bldg.” on July 1, as planned, 
ill damage it by conveying “the 
alse impression that Esquire’s 
publications are published or spon- 
sored by Cowles Magazines, the 
owner and publisher of Look mag- 
ne.” 

Esquire’s lease is a 10-year one 
or approximately $1,560,000. This 
does not include the amount spent 
on interior decorations. 

Esquire also complains that no 
dvance warning was given of the 
roposed name for the building. 


f the building on May 18, it was 
id. This preceded, by only a 
ouple of days, full-page ads in 
ew York newspapers by Cowles 
nouncing the Look Bldg. 


A spokesman for Look said an 
greement on the naming of the 
uilding had been reached a couple 
f months ago, but that an an- 
ouncement was delayed pending 
e arrival of the Cowles staff in 
he new quarters. Uris Bros., 
uilder and owner of 488 Madison 
ve., suggested that Esquire had 
Ample opportunity to protect itself 
Against the situation it now con- 
| siders “damaging.” 

“Most of the Esquire lease, which 
| prohibits the renting of space in 
the building to anybody else called 
Esquire’ or ‘Coronet,’ is filled 
with scratches, but the paragraph 
clearly stating our rights to name 
the building is untouched,” a 
spokesman said. 


# Esquire, whose New York of- 
fices formerly were at 366 Madi- 
- Ave., a building which is 
talled the Esquire Bldg., and 
whose Chicago offices are also in 
a building called the Esquire Bldg., 
is not uninitiated in such matters, 
e said. 

Seventeen, another tenant, also 
not happy at the prospect of 
ing housed in a Look Bldg. Tri- 
gle Publications plans no coun- 
fer-action, however; this company 
sitting by and hoping it doesn’t 
appen. 


LEON A. MACKOWN 

_ WALLINGForD, Conn.—Leon Al- 
lison MacKown, 71, director of ad- 
vertising of R. Wallace & Sons 
\Mtg. Co., silversmith, died June 
6. Before joining the Wallace or- 
ganization he had been associated 
NEY With Oneida Ltd., Oneida, N.Y. 


Management Expects 
Profit on Company 


Publication: Tanham 


New YorK—Management ex- 
pects two basic things from a com- 
pany publication: It expects a 
house magazine to be read, and 
it expects the publication to pro- 
mote better understanding of the 
company, James Tanham, vice- 
president for industrial and public 
relations, Texas Co., told members 
of the House Magazine Institute 
here last week at its 11th annual 
conference. 

“Like every other activity in 
business,” Mr. Tanham said, “man- 
agement expects a profit on its 
investment in the company pub- 
lication. Normally a_ publication 
is an expense item. So is safety, 
and industrial relations, and the 
accounting department, and the 
advertising department. But they 
all have vital parts to play in the 
company’s operations and are prof- 
itable when properly conducted.” 


# Donald F. Barnes, director of 
promotion and advertising, Insti- 
tute of Life Insurance, told the 
conference that company maga- 
zines going to employes “have a 
greater informational impact to- 
day than anything else manage- 
ment controls.” 

“The primary job of a house 
magazine,” Mr. Barnes said, “is 
to tell its readers what the com- 
pany stands for, with specific ex- 
amples of how the company is put- 
ting its ideas into action.” - 

One of the difficulties of editing 
a company magazine, he said, is 
caused by the editors being too far 
removed from the top layer of 
management where policy de- 
cisions are made. 


a Clinic sessions on _ technical 
problems of editing house maga- 
zines featured the major part 
of the conference. 

New officers elected for the en- 
suing year include: Ellis Prudden, 
Texas Co., president: David Zingg, 
United Fruit Co., vice-president; 
Natalie Ellinger, secretary; Ruth 
Boyce, U. S. Industrial Chemicals, 
treasurer, and Edna Gagne, Con- 
solidated Edison Co., financial sec- 
retary, 


‘Saga’ to Suceed 
‘Master Detective’ 
in Macfadden Group 


New York—Saga, a new month- 
ly adventure magazine, will be is- 
sued in September by Macfadden 
Publications. It will replace Mas- 
ter Detective in the Macfadden 
Men’s Group. The latter publica- 
tion will become a pocket-size 
monthly and will not carry ad- 
vertising. 

Saga will have a guaranteed 
circulation of 200,000 and an ad- 
vertising base rate of $2.50 per 
1,000. Other magazines in Mac- 
fadden Men’s Group of standard- 
size magazines are Sport and True 
Detective. 

Macfadden also will issue in 
September a new standard-size 
magazine which will be sold 
through supermarkets. To be 
known as Good Cooking, it will 
sell at 25¢ a copy with a guaran- 
teed circulation of 250,000. 

The publisher is not soliciting or 
accepting advertising for the first 
six months except for back covers. 
Outside back covers are quoted 
at $750 and inside back covers 
at $575. 


Names Hartford, Dale V. P.s 


Webster-Chicago Corp., Chicago, 
manufacturer of record changers 
and wire recorders, has named W. 
S. Hartford, general sales manager, 
as vice-president in charge of sales 
and C. B. Dale, director of re- 
search, as vice-president in charge 
of research. 
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CONTAIHER CORPORATION GF am@ERICA 


NEW CONTAINER CORP. AD SERIES—Having completed its famed series of ads on 
the states, Container Corp. of America this month is launching a new series featuring 
the “Great Ideas of Western Man.” Full-color pages in Business Week, Fortune, News- 
week and Time will carry a quotation selected by the University of Chicago’s Morti- 


mer Adler and approved by top compa 
in art executed by leading contemporary 


ny officials. The quotations are integrated 
artists. N. W. Ayer & Son, Chicago, is the 


agency. 


25% of High-Income 
TV Owners Bought 


Receivers Wholesale 


Cuicaco—Almost 25% of the TV 
families with incomes of more 
than $100 a week purchased their 
video receivers for the wholesale 
price from a factory or other 
wholesale outlet, according to a 
spot survey made in the Chicago 
area by John Meck Industries, 
Plymouth, Ind., TV set manufac- 
turer. 

The company also found that 
only 11% of the TV families with 
incomes of less than $40 a week 
bought their sets at the wholesale 
price from a factory or other 
wholesale outlet. 

About 68% of the low-income 
families and 35% of the high-in- 
come families purchased their re- 
ceivers from a small neighborhood 
store. Downtown stores attracted 
almost 6% of the low-income pur- 
chasers and 14% of the high-in- 
come purchasers (the others did 
not give the source of purchase). 


s Radio and appliance stores are 
the most popular places at which 
purchases were made. About 40% 
of the high-income group and 37% 
of the low-income group patro- 
nized that type of outlet. 

Furniture stores were the sec- 
ond most popular place of purchase 
for the low-income families. About 
31% bought their sets from furni- 
ture dealers, although less than 
1% of the high-income families 
made purchases at such outlets. 

Department stores attracted 
about 3%% of both the low and 
high-income families, according to 
the Meck spot check. 


Publisher Plans Drive 


A. S. Barnes & Co., New York, 
publisher of books on sports, this 
fall will launch a campaign in all 
sport magazines, using full pages 
and spreads. Newspapers, televi- 
sion and radio also will be used. 
John Shrager Inc., New York, is 
the agency. 


‘Paper Mill News’ Quits ABP 


Paper Mill News, New York, has 
resigned from Associated Business 
Publications. 


Calvert President 
Says Advertising 
Outlay Must Rise 


San Francisco—American busi- 
ness must step up its advertising 
or face a recession and deflation, 
warned W. W. Wachtel, president 
of Calvert Distillers Corp., here 
last week. 

Although consumer purchasing 
power is high, Mr. Wachtel de- 
clared, business is not rising to 
the occasion. 

“Compared to national income, 
advertising expenditures have been 
allowed to drop to a dangerously 
low level,” he pointed out. “Our 
traditionally high standard of liv- 
ing is in jeopardy.” 

The Calvert president recom- 
mended that industry increase the 
percentage of annual advertising 
expenditure in relation to national 
income to 3% or more from its 
present 2.27%. 


a “National income will not in- 
crease unless advertising gets the 
consumer to buy and thus speed up 
the wheels of production,” he said. 

Wachtel asserted that the boom 
generally predicted for the second 
half of this year would never ma- 
terialize unless “the present huge 
$220 billion backlog of savings is 
activated by business through ad- 
ditional advertising.” 

Pointing out that stocks of aged 
whisky now total a record peak of 
624,000,000 gallons, he predicted 
further declines in straight whisky 
prices by next spring. 

“Our Calvert prices will neither 
go down nor up, however,” he de- 
clared. . 


U. S. Steel Ups Van Cleave 


Pauk C. Van Cleave has been 
named sales vice-president of the 
United States Steel Supply Co., 
Chicago, warehousing subsidiary 
of U. S. Steel Corp. Mr. Van 
Cleave, whose appointment be- 
comes effective July 1, succeeds 
Marcus J. Aurelius, who has been 
made sales vice-president of Col- 
umbia Steel Co., another U. S. 


Steel subsidiary. Mr. Van Cleave 
has been district manager of the 
Los Angeles warehouse of U. S. 
Steel Supply. 


Cigar Institute 
Names Raymond; 
Maps New Plans 


More Advertising 
and Appeal to Young 
Smokers Lead Agenda 


New YorK—Reorganization of 
the Cigar Institute of America for 
newly defined objectives, includ- 
ing a larger use of advertising, was 
initiated last week by the organ- 
ization’s board of directors. Eugene 
L. Raymond, who has been asso- 
ciate director, becomes managing 
director, succeeding Richard Tu- 
key, who has resigned (AA, June 
5). 

The institute will direct its ef- 
forts toward building up a mar- 
ket for cigars among younger men. 
Advertising is being planned for 
the fall and will appear in The 
Saturday Evening Post. Benton & 
Bowles is the agency. 

“We plan an expanding drive for 
large-space advertising and the 
use of other media in telling young 
people of the enjoyment to be had 
in a cigar,” Howard S. Cullman, 
president of the institute, said. 
“By fall we hope to be able to 
make a specific and detailed an- 
nouncement of an advertising 
campaign for 1951 that will really 
get the Cigar Institute into high 
gear. 


a “It is not possible to state the 
over-all amount we plan to spend 
on advertising at this time,” Mr. 
Cullman said, “because the in- 
stitute is in the midst of an effort 
to enlist the support of all branch- 
es of the cigar industry as active 
contributors to the campaign fund 
and as active participants in the 
drive we propose. 

“A number of major manufac- 
turers, including American Tobac- 
co Co., have been welcomed back 
into membership. 

“Dealers and jobbers, through 
their trade associations, leaf grow- 
ers, cigar machinery manufactur- 
ers, suppliers of boxes and ac- 
cessories, lithographers and others 
have indicated their willingness to 
join hands with manufacturers of 
cigars in an enlarged and extended 
campaign that is being planned for 
the coming year.” 


a Mr. Raymond will be respon- 
sible for working out the details of 
liaison and cooperation with the 
institute’s new associates and for 
putting the plan into operation 
within the industry. 

The Cigar Institute has taken 
new quarters in the RCA Bldg. 
Margaret Ettinger Co., public re- 
lations counsel, of which Mr. Tu- 
key, former managing director of 
the institute, has become vice- 
president, will represent the in- 
stitute in Hollywood. Lynn Farnol 
will continue as the _institute’s 
publicity consultant. 

The institute inaugurated test 
advertising last fall when it re- 
tained Benton & Bowles (AA, Oct. 
3, 49) in the belief that “if the 
right advertising formula is de- 
veloped the sale of cigars in this 
country could be doubled within 
a comparatively short period.” 


Westinghouse Names Two 


Canadian Westinghouse Co., 
Hamilton, Ont., has appointed A. 
A. McArthur, in charge of all 
transformer and other central sta- 
tion apparatus sales, as manager 
of the central station and trans- 
portation sales division. Walter S. 
Beck, with Westinghouse since 
1936, has been elected vice-presi- 
dent and general manager of the 
newly formed Canadian Westing- 
house International Co., with of- 
fices in Toronto. 
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Importance of 
Trademarks to 
Advertising 


(Continued from Page 1) 
essential. Just as abundant sun- 
shine aids growing, so frequency 
in advertising aids selling.” 

Turning to trademark identifica- 
tion as viewed by magazine pub- 
lishers, Mr. Fuller added: 

“Naturally, magazine publishers 
regard trademarks with very great 
respect. We are a major factor in 
the selling of these trademarks 
to the American people. As a mat- 
ter of fact, we all use trademarks 
ourselves, whether they are called 
by that name or not. For instance, 
witness the title of The Saturday 
Evening Post, or Life, or Ladies’ 
Home Journal, or Good House- 
keeping. 

“One matter of which publishers 
are thoroughly aware is that trade- 
marks must be reproduced so that 
they are as close replicas of the 
original as possible. We are asking 
the customers to recognize the 
trademark whenever they see it. 
That means we have the duty of 
reproducing it properly.” 


a Mr. Fuller said that magazines 
have been prompt in seeing a 
need for control in advertising to 
protect legitimate advertisers and 
the public from those who mis- 
represent products. He referred 
to the Curtis Advertising Code, es- 
tablished in 1910, and similar codes 
of other publishers in emphasizing 
the responsibility of the magazine 
field in guarding against improper 
use of trademarks. 

“No publisher ever wishes to be 
regarded as censoring the copy 
that comes to him, but he does 
have the obligation of assuring the 
possibility of high readership for 
the advertising in his magazines, 
and this means that the readers 
of the magazines must have con- 
fidence in and respect for the 
publication, just as the manufac- 
turer must secure and maintain 
confidence for his trademarked 
goods,” he explained. 


= In another talk before the gen- 
eral session, W. Paul Jones, presi- 
dent and general manager of Ser- 


vel Inc., warned that public ac- 
ceptance of nationally advertised 
brands depends “at least as much 
on how the merchandise is sold 
and serviced as on the physical 
properties of the goods them- 
selves...” 

Listing improvements called for 
in regulating the use of trade- 
marks, Mr. Jones named these re- 
quirements: 

“We need the kind of govern- 
ment regulation which will en- 
courage the venturesome, the am- 
bitious, the job-creators, rather 
than that which stifles initiative... 

“We need public servants who 
will recognize that the time for 
regulation involving prescribed 
morals for an infinite area of in- 
dividual practice has long since 
passed, because of the innate hon- 
esty of business people themselves. 


a “We need broad and simple 
ground rules which have to do 
with business as it is, not with 
somebody’s ‘ivory tower’ concept 


LONDON MEETING—Frederic R. Gamble (center), president of the American Asso- 

ciation of Advertising Agencies, meets with the Advertising Advisory Council to the 

Dollars Export Board during a week's stay in London. At the conference table are 

(left to right) Hugo Vogel, Grant Advertising Lid.; Anstice Brown, president, Insti- 

tute of Incorporated Practitioners in Advertising, British counterpart of the Four A’s; 

Mr. Gamble; Douglas Saunders, J. Walter Thompson Ltd. and chairman of the 
council; and David James, council secretary. 


ing improvements in the commis- 
sion’s operation, pegging the most 
significant change as a newly re- 
organized Cooperative Bureau. 
Bernard C. Duffy, president of 


peta as 4. — be. ape Batten, Barton, Durstine & Os- 
rules cannot Tawn up in 2) born, told the meeting that trade- 


vacuum. They must be drafted 
with a knowledge of—-and the con- 
sent of and the cooperation of— 
those who are in the thick of the 
competitive battle... 


marks should be emphasized 


throughout a company, from let- 


terheads to calling cards. Televi- 


sion, he said, will be a powerful 
advertising medium, but will not 


“We need to recognize that/ siminish the strength of media al- 


where rules have the flexibility 
to be practical and therefore the 


ready existent. 


The BBDO president pointed out 


sanction of the leaders of the in- thet effective trademarks often 


dustry, trade, or profession sub- 
ject to them, they will be largely 


live long in the memory of the 


public after the products them- 


self-enforcing. The scorn of one’s selves have been removed from 


fellows—the contempt of one’s 
colleagues—has far more salutary 
and restraining influence against 


the market, 


Dr. S. Chesterfield Oppenheim, 


professor of law, George Washing- 


sharp practice than any test case ton University, told the associa- 


the government can bring. 


tion that a “restrictionist concept” 


“Finally, we need to recognize that trademarks and advertising 


that, as the result of advertising 
and our great informational media 
which advertising makes possible, 


should serve only an informative, 
rather than a persuasive purpose, 


is not in the public interest, be- 


pak gp hente gesenagtey Bap nat cause it would remove “incentives 
; ; ’ .|to boldness in private ventures” 
before existed. This buying public, which are the basis of the Ameri- 


within broad limits, is far better 
able to protect itself through the 
influence of its collective judg- 
ments at the cash register than can 


can competitive system. 


s He pointed out that the restric- 
tionist theory is based on the 


re! pose Bate mer sagen dt premise that advertisng does -_ 
of our trademark system attests — the value of goods of- 


to this.” 


Dr. Oppenheim classified this 


a Lowell B. Mason, Federal Trade 
speaking at the 
luncheon, predicted that the FTC 
will have most of its work current 
by June 30. He outlined forthcom- 


Commissioner, 


theory as oversimplification, and 
asserted that in those fields where 
trademarks are used to persuade 
as well as to inform, there is very 
considerable price competition and 
product differentiation. 

Warning against restrictive reg- 
ulation in advertising, Dr. Oppen- 
heim said that the theory “would 
vest in the courts affirmative reg- 
ulation of advertising through sep- 
aration of informative and per- 
suasive advertising in a manner 
that would raise substantial con- 
stitutional questions. The First 
Amendment to the Constitution 
unequivocally prohibits abridge- 
ment of freedom of speech or of 
the press.” ; 

Kenneth Perry, vice-president 
of Johnson & Johnson, was elected 
chairman of the 
board and presi- 
dent of the asso- 
ciation, succeed- 
ing William G. 
Werner, director 
of public rela- 
tions of Procter 
& Gamble Co., 
president since 
1947. Henry B. 
King was reelect- 
ed secretary, a 


Kenneth Perry 
post he has held 


since 1945. 

Vice-chairmen elected were 
George S. McMillan, vice-presi- 
dent of Bristol-Myers Co.; James 
M. Best, general counsel of Quaker 
Oats Co., and Victor D. Broman, 
Union Carbide & Carbon Corp. 
Richard S. Hayes, advertising man- 
ager of Okonite Co., was elected 
treasurer. 

Elected as directors for three- 
year terms: Kenneth Bonham, 


chairman of Emerson Drug Co.; 


Leonard W. Trester, director of 
public policy, General Outdoor 
Advertising; John Wyckoff Mett- 
ler, president of Interwoven Stock- 
ing Co.; Dudley Browne, vice- 
president of American Home Prod- 
ucts Corp.; and Franklin M. De- 
pew, Standard Brands Inc. 


Offers Economy Study of U. S. 


“Economic Development Atlas 
—Recent Changes in Regions and 
States,” a graphic presentation of 
how the economy of the United 
States—by states and regions— 
has changed in recent years, has 
been released by the U. S. De- 
partment of Commerce. Copies 
are available from Superintendent 
of Documents, Government Print- 
ing Office, Washington 25, and 
through 42 field offices of U. S. 
Department of Commerce at 75¢ 
a copy. 


Offers Washington Info 


“Standard Market Data for 
Washington D. C.” has been pre- 
pared by the four Washington dai- 
lies—Daily News, Star, Times-Her- 
ald and Post. Included in the re- 
port are: Retail trading area data; 
population figures; housing infor- 
mation; employment; education; 
shopping days; retail and whole- 
sale trade data; leading manufac- 
turers and products, etc. 


Four Name Metcalf Agency 


George T. Metcalf Co., Provi- 
dence, R. I., has been appointed 
to handle advertising for Cata- 
more Co., maker of rosaries and 
other religious jewelry; Miller 
Mfg. Co., creator of rhinestone fa- 
shions; Alice Jewelry Co., manu- 
facturer of earrings, and Sammar- 
tino Bros., originator of the Yrhine- 
stone watch attachment. 


Buys ‘Daily Standard’ 


The Daily Standard, Cedartown, 
Ga., has been purchased by Gen- 
eral Newspapers Inc., Gadsden, 
Ala. Ownership has been trans- 
ferred to Carmage Walls and J. E. 
McDonald of General Newspapers. 


James Frost Joins KPO] 

, James Frost, formerly with the 
retail and promotion department 
of the New York Herald Tribune, 
has joined Station KPOJ, Port- 
ee Ore., as an account execu- 
ive. 


advertising Age, June 12, 195¢ 


Standard Oil (Ind.) 
Starts Summer Push | 
for ‘Red Crown’ Gas 


(Picture on Page 1) 

Cuicaco—Standard Oil Co. (In- 
diana) launched an extensive sum- 
mer advertising drive on Wednes- 
day with ads asserting that its 
Red Crown gasoline is the 2-to-] 
choice of midwestern motorists, 
Newspapers, radio, television ang 
outdoor will be used during the 
campaign. 

Eight newspaper ads, ranging 
from 2,400 to 336 lines, are sched- 
uled in 1,167 weeklies and 515 
dailies in 15 midwestern states 
where Standard markets its prod- 
ucts. One of the ads will appear 


in color and in large units in §] - 


key newspapers. 

Supporting the newspaper ad- 
vertising is a point of sale hand- 
out for dealers to give to cus- 
tomers. It consists of a 24-page 
travel record book and three V- 
mail type letters packaged in an 
open-end envelope that also will 
hold road maps. Two of the let- 
ers are for personal messages of 
motorists while the third is ad- 
iressed to Standard and offers an 
opportunity to comment on the 
company’s service. 


a Television advertising in the 
campaign includes both live and 
film commercials for the remain- 
der of this season’s Wayne King 
show, aired over a midwestern 
network of the National Broad- 
casting Co. (9:30-10 p.m., CDST). 
Radio advertising includes com- 
mercials on 33 newscasts and 
sports programs over 28 stations. 

Four monthly 24-sheet posters, 
plus curb signs and window dis- 
plays at service stations, also will 
be used, and four direct mailings 
will be made to credit-card cus- 
tomers. A broadside to be dis- 
played by dealers features a re- 
production of the four-color ad in 
the series. 

McCann-Erickson here handles 
the account. 


Beg-More Finds Lost Dogs 

Beg-More Pet Food Co., Port- 
land, Ore., has found eight lost 
dogs in less than two weeks by 
adding a “Dog Finder” listing to 
its daily program over Station 
KXL, Portland. Lists of lost dogs 
are read after the news broadcast. 
Mac Wilkins, Cole & Weber, Port- 
land, is the agency. 


Krekeler Joins ]. W. Ford 

Bernard Krekeler Jr. has joined 
the sales staff of J. W. Ford Co., 
Cincinnati, advertising typograph- 
er. 
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HOSTS AT WORK—Mrs. lan Harvey, wife of one of the British delegates to the AFA 
convention in Detroit (second from left) is greeted by Henry G. Little, Campbell- 
Ewald Co.; Edythe Fern Melrose, president of the Detroit's 

Club; and Elliott Shumaker, Detroit Free Press, gereral convention chairman. 


As they appear, 


ACB gives you— run—in any of the 1,750 U. S. 


dailies! 


The national and local adver- 
tising columns of daily news- 
papers are the great proving 
grounds for new ideas in prod- 
ucts, merchandising plans, and 
new sales approaches. Use ACB 
services to keep abreast the 
times on new and old competi- 
tion... new products ... new 
copy themes, new uses. 


Candy Makers’ Sales 
Dropped 12% in ‘49, 
Annual Study Shows 


WASHINGTON—A Commerce De- 
partment analyst reported last 
week that the annual study of con- 
fectionery sales currently under 
way will show a 12% drop in man- 
ufacturers’ sales of candy during 
1949. 

On the basis of incomplete re- 
turns, George F. Dudik, of the food 
division, Office of Domestic Com- 
merce, said the drop in volume for 
fi949 is a continuation of a trend 
which “had been evident but not 
obvious” during 1948. 

With two out of three firms re- 
porting a drop in volume, Mr. Du- 
dik said the current market puts 
a premium on individual perfor- 
mance. “Just about as many 
pounds of candy were sold in 1949 
as 1948, but the dollar volume 
of goods sold was less,” he said. 
Some firms actually increased 
their poundage during the year in 
an effort to maintain volume in 
the face of declining prices. 

He reported that ten big firms, 
each with sales exceeding $1,000,- 
000, increased the percentage of 
their sales to chains from 32% 
to 37%, and reduced sales to job- 
bers from 53% to 48%. 

At the same time the average 
value received per pound of their 
roduce fell from 32¢ to 27¢. 


onsanto Promotes Sylvester 
Sawyer F. Sylvester, formerly 


vision, Everett, Mass., 
promoted to assistant to the di- 
tor in the same department, suc- 
ceeding George O. Linberg, who 
has resigned to become vice-pres- 
ident and director of sales of Belle 
Chemical Co. 


Woburn Chemical to Bennett 


Woburn Chemical Corp., Kearny, 
N. J., manufacturer of fatty pos & 
for paints and soaps, has appointed 
Victor A. Bennett Co., New York, 
as advertising counsel. Full pages 
will be used 52 times in the Oil, 
Paint & Drug Reporter in addition 
to direct mail. Additional adver- 
tising plans are being prepared. 


Appoints Erwin, Wasey 


Erwin, Wasey & Co., Los An- 
geles, has been appointed to han- 
dle the advertising of Pierce 
Brothers Mortuaries, Pierce In- 
surance Co, and Valley View 
Memorial Park. Newspapers, ra- 
dio, television, painted signs and 
direct mail will be used. 


To Koehl, Landis & Landan 


Philip A. Dempsey, formerly 
with the News-Journal, Mansfield, 
O., and the Record, Wooster, O., 
has joined the Cleveland office of 
Koehl, Landis & Landan, adver- 
tising ‘agency. 


Pedlar & Ryan Names Halpern 

John Halpern has joined Pedlar 
& Ryan, New York, as assistant 
radio and TV director. He was for- 
merly with Erwin, Waarey & Co, in 
a similar capacity. 
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a ‘o Adeantas 79 Madison Ave. * Phone: Murray Hill 5-7302 * New York (16) 

sc elie tr Scrat 538 S. Clark St. + Phone: Wabash 2-6130 + Chicago (5) 

161 Jefferson Ave. ° Phone: 37-0595 ° Memphis (3) 

WCTS Appoints Whitehead 16 First Street * Phone: Sutter 1-8911 * San Francisco (5) 
Cincinnati Transit Radio Sta-| © WITH ACB Newspaper Re- 
tion WCTS has appointed John J. search Services you need never 


Whitehead, formerly space sales- 
man for Reuben H. Donnelley 
Corp., Cincinnati, as a sales rep- 
resentative. 


miss a daily newspaper adver- 
tisement you ought to see, no 
matter where or when it may 


ACB SERVICE OFFICES 


KEEP ABREAST THE TIMES! 


Executives are invited to send 
for our catalog which outlines 
12 ACB Newspaper Research 
Services. You will be agreeably 
surprised at the modest cost 
for which a service, built to 
your own special needs, can be 
furnished. 


Send Today... 
for a 24-page Catalog describing and illus- 
trating the 12 helpful services which ACB 
will furnish to merchandisers. Gives details 
of cost, coverage, list of users, etc. 


| Cireulation now exceeds 
! | | | Daily eecee 2,225,000 
Sunday ee 4,200,000 


Are you my parents? An eighteen 
year old girl told the New York police she 
couldn’t remember who she was. . 
was taken to Bellevue Hospital. Her picture 
was published in The News on Feb. 6. Her 
parents in New Rochelle saw the picture, 
came to her aid at once. 


. and 


Best picture in 25 years! A picture 
of an 80 year old man in Cleveland was 
published in the gravure section of The 
Sunday News of Jan. 29! A woman in 
Babylon, L. I., saw the picture, suspected 
it might be the brother she hadn’t seen for 
25 ~ears! She phoned Cleveland. It was! 


Jitters pay—$150 a clip! A man on 
a Long Island train gave a fidgety two year 
old on the seat ahead a brooch to play with 
.. The baby’s mother thought it was junk 
jewelry. Later she asked a jeweler—learned 
it was platinum set with diamonds and 
emeralds, worth $750...The News printed 
pictures of baby and brooch. The owner 
turned up, paid the baby $150 reward. 


Finds daughter! 
Finds brother! 
Finds brooch! 


That The News is good at finding people and 
things ...is hardly news! Not to the New York 
retailers, anyway. They have been using it for 
thirty years to find customers and sales... 
last year gave The News more retail advertising 
than any newspaper ever carried at any time— 
28,758,731 lines—28.1% of the New York total! 
With more than 2,225,000 circulation, The 
News can find customers for anything in the 
metropolitan market. And the national 
advertiser finds it just as efficient and 
economicalas the retailer. The News can 
be your whole schedule in New York! 


And 
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Wayne Coy Gives 
Verbal Spanking 
to Radio Makers 


(Continued from Page 1) 
that if such extreme action is re- 
quired it would be taken—soon. 


@ 2. Radio and video set manu- 
facturers have the responsibility 
for instituting research programs 
“to help chart a sound course for 
radio’s future,” he said. This re- 
sponsibility, he continued, “cannot 
be negated by the claim of the 
stresses of business competition.” 

Asked Mr. Coy: “Why are we 
in a freeze today which has already 
halted all new television construc- 
tion for more than a year and a 
half? Principally because of lack 
of basic information. That infor- 
mation must come in large part 
from radio manufacturers. It 
should be produced as the result 
of a consistent year-round program 
of research by the members of 
your industry.” 

Again, Mr. Coy did not say that 
the FCC demanded the informa- 
tion, but he hinted broadly that 
the longer needed information is 
delayed, the longer the TV “freeze” 
will continue in effect. 


a 3. “In general,” he said, “we 
seek the same objectives: We want 
to lift the freeze as soon as prac- 
tical so that construction of sta- 
tions can resume. The freeze has 
already lasted more than a year 
and a half. We want to employ 
channels in the ultra high fre- 
quency (UHF) band so that we 
can have many more stations and 
give the public, by means of a 
proper distribution of station as- 
signments, a truly national and 
competitive television broadcast- 


a 


etter 


linus 


LEADERS IN LITHOGRAPHY FOR MORE THAN A CENTURY 


ing system. 

“We want to have color if it is 
feasible. To use only b&w pictures 
when color is feasible would-not be 
maximum utilization of the spec- 
trum.” 


s But he said that, “at times, it 
has seemed that some segments of 
the radio industry wanted to hold 
back color for another day, even 
at the risk of not having color in 
the future... 

“I must,” he added, “express my 
concern about the help the com- 
mission has had on the interfer- 
ence problems of color television, 
a key to our station allocation list 
or, if we are to have color, a key 
to the lifting of the freeze. I can- 
not and do not ignore your interest 
in the lifting of the freeze. 

“But I do not understand why 
the commission has had such dif- 
ficulties in getting necessary infor- 
mation from the industry on these 
interference problems. We have 
had to prod you continuously for 
it in the face of the assumptions 
which you were giving us to the 
effect that the interferences would 
be the same as in b&w.” 


e Mr. Coy said that these prob- 
lems are the problems of the man- 
ufacturers. “It is to your selfish 
interest that you regard such prob- 
lems as your own. Anything that 
determines the size of the service 
areas, including the people living 
in the marginal service areas, de- 
termines the size of your market.” 

Having registered his complaint 
about the lack of cooperation, he 
outlined the steps which the FCC 
must take before the “freeze” on 
television will be ended. And he 
again implied that the longer FCC 
must wait for “cooperation,” the 
longer the freeze will continue. 

“On Monday,” he declared, “the 
commission began a hearing on the 
petition of the American Tele- 
phone & Telegraph Co. for an al- 
location of a portion of the UHF 
for common carrier services. This 
hearing is a harbinger of future 
conflict over the use of the ra- 
dio spectrum. 


w “Following this phase of the 
hearing and the decision on the 
color issue, our next step will be 
to begin taking testimony on the 
general allocation part of this 
hearing... 

“We will take up the feasibility 
of employing the UHF, antenna 
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heights, power, spacing between 
stations in the VHF and UHF, 
classification of stations (metro- 
politan, rural, community and 
perhaps some intermediate class), 
directional antennas, offset carrier, 
carrier synchronization, service 
areas, oscillator radiation, strato- 
vision, polycasting, the reservation 
of channels for non-commercial 
educational stations and metered 
television.” 

Only after hearings on these 
many issues have been completed, 
he said, will “this portion of the 
hearing be followed by the hear- 
ing on allocation of channels, in 
both VHF and UHF, to specific 
communities throughout the coun- 
try. When all this is completed, 
the commission will proceed with 
the processing of applications as 
speedily as possible. In some com- 
munities there will of course be 
delays because of hearings on com- 
petitive applications.” 


we Mr. Coy also made a strong 
plea for FM radio. He reminded his 
listeners of the interference prob- 
lem on AM radio, and the pre- 
dictions that the problem will be 
aggravated by interference from 
Cuba and Mexico in the near fu- 
ture, “regardless of whether or 
not there is a North American Re- 
gional Broadcasting Agreement.” 

And he asked, rhetorically: “Can 
we continue to justify our toler- 
ance of these defects in AM when 
we have at hand another system of 
sound broadcasting—FM—that has 
none of these defects and has, 
moreover, some other highly de- 
sirable advantages?” 

He asserted that FM’s superior- 
ity over AM is as unchallenged as 
ever and added, “It is a startling 
but true fact that a Class B FM 
station can cover from 300 to 500 
times the area now served by many 
local channel AM stations at 
night.” 


we Mr. Coy tactfully suggested that 
the RMA and other manufacturers 
would be operating in the public 
interest if they would install FM 
tuners in all television sets, as re- 
quested by the FM members of 
the National Association of Broad- 
casters (AA, April 24). 

“This would mean,” he added, 
“that FM set production could 
ride TV piggy-back up the ladder 
of success. Every television mar- 
ket would, therefore, automatical- 
ly become an FM market. At this 
stage of television’s development 
when daytime service is limited, 
such an arrangement would make 
it convenient for the set owner to 
snap on the FM when television is 
not on the air. Whenever a manu- 
facturer sells a TV-only set as the 
principal receiver in the home, he 
is slamming a door on aural radio.” 


a Mr. Coy delivered his speech at 
the closing session of the annual 
RMA convention. The association’s 
reorganization plan was described 
in earlier sessions by Jerome J. 
Kahn, chairman of the RMA’s or- 
ganization and services committee. 

Principal items in the plan: 

1. The name will be changed 
from Radio Manufacturers As- 
sociation to Radio-Television Man- 
ufacturers Association. 

2. The board of directors will be 
authorized to raise dues after 
adoption of the reorganization 
plan. Maximum dues (for the 
largest members) would be raised 
from $5,000 to $10,000. 

3. R. C. Sprague, president of 
Sprague Electric Co., North Adams, 
Mass., who was elected president 
and will serve gratuitously, also 
carries the title of board chairman 
—thus leaving the way open for 
the appointment of a paid presi- 
dent when a candidate for the 
post is nominated. 


@ Details of the reorganization 
plan were discussed, and a re- 
organization committee was ap- 


pointed to study the problem, pro- 


DISCUSS MEDIA VALUES—At the AFA meeting in Detroit, these men discussed 
how to get the most out of various media. Left to right: Chester W. Ruth, adver. 
tising director, Republic Steel Corp., who presided; J. S. Stolzoff, vice-president, 
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Cramer-Krasselt Co., who spoke on radio; W. E. Sawyer, director of educotion, John. lemphasi2 


son & Johnson, who talked on point of purchase; Harley H. Noyes, vice-president, 

Oneida Ltd., who spoke on magazines; Bernard Dolan, sales manager, Peter A, 

Frasse & Co., who talked on business publications; and Harold S. Barnes, director, 
Bureau of Advertising, who spoke on newspapers. 


pose a candidate for the paid pres- 
idency and make a complete re- 
port. The report probably will not 
be made until fall, however. 

Bond Geddes, executive vice- 
president and secretary, will re- 
linquish his position on July 31, 
after 23 years of service to the as- 
sociation, and James D. Secrest will 
assume Mr. Geddes’ duties, with 
the title of secretary and general 
manager. 

R. C. Cosgrove, retiring presi- 
dent of the association, predicted 
that 9,500,000 TV receivers will 
be in use by the end of 1950, and 
said that an informal poll of the 
board of directors produced a 
forecast that 5,350,000 sets would 
be produced in 1950. 


DONALD D. DAVIS 


MINNEAPOLIs—Donald D. Davis, 
61, president of Minnesota & On- 
tario Paper Co. since 1944, died 
here June 8. For many years Mr. 
Davis was connected with General 
Mills, serving as president of that 
organization from 1934 until 1942, 
when he resigned to become vice- 
chairman of the War Production 
Board in Washington. 


It's Fried, Not Field 
Alexander J. Fried is one of the 
principals in the newly formed 
agency of Waterston & Fried and 
not Alexander Field as was re- 
pee in the June 5 ADVERTISING 
GE. : 


Yeager Joins Gray & Rogers 

Charles W. Yeager, formerly 
with Abner J. Gelula & Associates, 
Philadelphia, has joined Gray & 
Rogers, Philadelphia, as an asso- 
ciate media director. 


Canada Dry Page 
to Be Reenacted in 
‘Super Circus’ Show 


(Continued from Page 1) 


former will then duplicate his 
position in the ad and speak the 


Rheingold rides high! 


“My beer is 
RHEINGOLD- 
the DRY beer!” 


pointing 
necessity 


younger 
solved t 
“So, for 
have be 


quoted lines. a Mr. C 
Canada Dry officials believe thisjpoints 
to be the first time an advertiserbollege ; 
has used its television program tohim on 
merchandise a national magazinehim dec: 
advertisement. J. M, Mathes, New}ife; (3) 
York, is the agency. blans to 
urge hin 
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IMPACT. Rheingold picks a winner 
to advertise its famous brew. 
GOA panels tell the product story 
fast, dynamically. These big col- 
orful posters hit the eye, stick in 
the mind. It’s just good horse- 
sense to use the kind of impact 


1925 Silver Anniversary Year 1950 
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that pays off in sales: GOA. 
General Outdoor Advertising 
Company, 515 S. Loomis St., 
Chicago 7, Illinois. 
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Tdvertising Age, June 12, 1950 


Help Youngsters, 
Cornelius Urges 
Des Moines Adclub 


Des Motrnes—John C. Cornelius, 
executive vice-president in charge 
of western offices of Batten, Bar- 
ton, Durstine & Osborn, made a 
strong plea to members of the Des 
Moines Adclub to spend more time 
counseling ambitious young men 
and women who come to them for 
advice and jobs. 

Mr. Cornelius, who spent part of 


>» the 
per. 


his earlier career in Des Moines, 
emphasized the importance of 
pointing out to young people the 
necessity of looking for job op- 
ortunity instead of job security. 
“This should be an. important 
part of our work; if we don’t offer 
this help, then who will?” he asked. 
He described his feeling of frus- 
tration when brushed off in his 
younger days and how he had re- 
solved to do something about it. 
“So, for the past 25 years that I 
have been in this business, no 
youngster has ever come to my 
office who didn’t get the best that 


isjI could give him,” he said. 


a Mr. Cornelius listed four major 
points on counseling the young 
rollege graduate: (1) try to sell 
him on planning; (2) try to help 
him decide what he wants out of 
life; (3) show him how to make 
plans to accomplish it; and (4) 
urge him to get the proper experi- 
pence for laying a sound founda- 
tion. 
The speaker stressed, also, that 
business men “certainly must dis- 
pel the commonly-held opinion 
that the time when you can make 
oney in this country has passed. 
here still is a world of oppor- 
tunity,” he said, “for anybody who 
yoes after it.” 
Mr. Cornelius, who was intro- 


'Huced by Luther Hill, president of 


he Des Moines Register and Trib- 
une, told Adclub members it was 
ike old home week on returning 
© Des Moines. He worked on the 
Register and Tribune advertising 
taff and for N. A. Winter Adver- 
ising Agency before moving to 
Minneapolis in 1931 to join BBDO. 
Mr. Cornelius’ presentation coin- 
ided with the Des Moines Ad- 
lub’s presentation of its annual 
cholarship award to Robert J. De- 
Pew, 21, business manager of the 
Daily Iowan,” University of Iowa. 
fhe winner is the son of Walt De- 
Pew, creator of the Ned Brandt 
omic strip for the Des Moines 
Register and Tribune Syndicate. 


ennett, Delatield Move 
p in Maxwell House 


General Foods Corp., New York, 
as appointed Robert H. Bennett, 
ormerly sales and advertising 
anager of the Maxwell House di- 
ision, as assistant general man- 
ger of that division, a newly 
reated post. James P. Delafield 
as succeeded Mr. Bennett as sales 
d advertising head. Mr. Dela- 


R. H. Bennett J. P. Delafield 


ield was formerly assistant sales 
d advertising manager. 

Mr. Bennett joined General 
oods in 1927 and has served as 
dvertising manager of the export 
lvision, merchandising manager 
d associate advertising manager. 
€ was named to head sales and 
idvertising for Maxwell House in 
1946. Mr. Delafield joined GF in 
945 and was an associate mer- 
pendising manager for Maxwell 
“mouse before becoming assistant 
Sales and advertising manager. 


happier heolichays... with 
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CROSSROAD—Schwayder Bros. luggage 

division, Denver, is using this color page 

in the July 8 issue of The Saturday Even- 

ing Post and the July Woman’s Home 

Companion for its line of Samsonite 
luggage. 


Case Histories, TV 
Panel to Highlight 
AAW Convention 


Los ANGELES—Reports, quizzes, 
television panels and case histories, 
plus entertainment, have been 
scheduled for the Advertising As- 
sociation of the West convention 
here June 25-29. 

Five “typical consumers” will 
be quizzed by Dorothy Corey and 
Roy Frothingham of Facts Con- 
solidated. Television panel discus- 
sions will be conducted, and case 
histories will be given of western 
advertising successes. 

Samuel C. Gale, advertising di- 
rector of General Mills and chair- 
man of the Advertising Council, 
will talk on “Advertising Serves 
the Nation.” A talk on the poten- 
tials of western economy will be 
given by Dr. E. T. Grether, Uni- 
versity of California, Berkeley. 

In addition, awards will be 
made for the best 1950 advertising. 


Business Bureau Demands 
Harmonious Harmonic Copy 


Harmonic Radio Corp., New 
York, ran a correction June 5 in 
the Kings County edition of the 
New York Daily News for an ad 
which appeared June 1 stating: 
“Seven-day Bermuda _ vacation 
given free with every purchase of 
any television set, regardless of 
price, model, size, or make, or any 
refrigerator or washer.” 

The correction complied with a 
request from the Better Business 
Bureau of New York City. A bur- 
eau investigation revealed that 
every price, model, size or make 
was included as advertised, but 
that Harmonic had limited the of- 
fer to merchandise on display and 
to more expensive models. Accord- 
ing to the bureau’s standards, the 
ad should have indicated that the 
offer pertained to merchandise in 
stock and that sets available were 
being sold at regular list prices. 


Illinois’ Liquor Sales 
Law Held Unconstitutional 


Illinois’ liquor sales law was 
ruled unconstitutional Wednesday 
by circuit court Judge Harry M. 
Fisher. Attorneys said the ruling 
appeared to open the way for a 
liquor price war, but industry 
spokesmen insist the decision 
would have little effect on retail 
liquor prices. 

The law provides for the posting 
of liquor prices by wholesalers and 
distributors, for blacklisting of re- 
tailers who delay in making pay- 
ments for liquor purchases and for 
the designation of monopoly 
wholesalers. Judge Fisher said his 
basis for holding the law uncon- 
stitutional was the same as that 
in 1948 when he ruled the state’s 
mandatory liquor fair trade act 
unconstitutional (AA, Sept. 20, 
’48). His 1948 decision was upheld 
by the Illinois supreme court. 


Muzak Names Roberts V. P. 


Ralph J. Roberts, director of ad- 
vertising and sales promotion of 
Muzak Corp., New York, has been 
elected vice-president. 


Last Minute News Flashes 


Chuckles Account Returns to Henri, Hurst 

Cuicaco—Fred W. Amend Co., maker of Chuckles candy, will return 
to Henri, Hurst & McDonald effective July 1. Most recently it has been 
at Leo Burnett Co., recently named to handle the Mars account. Chuck- 
les has begun use of TV spots in the Chicago area, and will expand 
their use. The company currently is promoting Chuckles on local TV 
shows in Chicago, Cleveland and New York. Two TV programs for 
children, promoting nickel-size Chuckles, are scheduled to start in 
August. 


Eversharp-Schick Opens Razor Kit Campaign 

New YorkK—Eversharp Inc. has started intensive national advertis- 
ing on its new 98¢ Eversharp-Schick Injector razor kit with weekly 
ads on the Sunday sports pages of 149 newspapers in 137 cities; b&w 
pages in nine national magazines (Argosy, Collier’s, Field & Stream, 
Life, Look, Outdoor Life, The Saturday Evening Post, Sports Afield, 
and True); the NBC radio show, “Take It or Leave It,” and 10 TV 
spots. The newspaper campaign will run through the summer. Maga- 
zines, radio and TV will continue for the remainder of the year. Biow 
Co. is the agency. 


Van Dyke Newspaper Drive Opening Up 

New YorkK—General Cigar Co. will begin a newspaper campaign 
this week in major markets for Van Dykes, with copy keyed to a 
“Smart men smoke Van Dyke” theme, and featuring testimonials. Other 
promotion efforis, undisclosed, will follow shortly. Federal Advertis- 
ing Agency handles the account. 


Drake to Succeed Wise at Macfadden 

New YorkK—Harold A. Wise, executive vice-president and general 
manager of Macfadden Publications, is retiring, but will stay with the 
company in a consulting capacity until Sept. 30. He will retain his 
financial interest in the company and continue as a director. His suc- 
cessor is Herbert G. Drake, vice-president and assistant general man- 
ager, who has been named assistant to the president and takes over Mr. 
Wise’s duties immediately. 


Anahist Readies Promotion for Atomizer _ 

New YorK—Anahist Co. will launch an introductory campaign late 
in July for an antihistamine atomizer designed for hay fever and sum- 
mer colds. Collier’s, Look and Parents’ Magazine are on the list. Puck— 
the Comic Weekly and Metropolitan Sunday Comic Group will be used 
to supplement a newspaper schedule blanketing 93 cities with 109 
papers. Foote, Cone & Belding is the agency. 


Jergens Uses Color Pages for ‘Tropic Dream’ 

CINCINNATI—Andrew Jergens Co. is promoting Woodbury’s new sun 
tan shade of makeup, Tropic Dream, with full-page color ads in 12 
magazines and in Puck—the Comic Weekly. Robert W. Orr & Asso- 
ciates is the agency. 


Reimers Will Handle Du Maurier Test 


New YorK—Columbia Tobacco Co., manufacturer of Du Maurier 
cigarets, has appointed Carl Reimers Co. here for test campaigns in 
metropolitan New York and Hartford, using newspapers and The New 
Yorker. Wesley Associates resigned the account May 31. 


‘Crocker’ May Go on TV; Other Late News 


e General Mills is making plans to convert “Betty Crocker” to tele- 
vision this fall. The AM version of the program will continue on ABC. 
Dancer-Fitzgerald-Sample is the agency. 


e Oakite Products will start a TV spot campaign soon in several mar- 
kets, through Calkins & Holden, Carlock, McClinton & Smith. 


e David Boffey, copywriter since November, 1947, has been named a 
copy group director of Geyer, Newell & Ganger, New York. He was 
formerly service executive with Newell-Emmett. 


e Radio Corp. of America last week announced reductions of up to 
50% in patent royalty rates for radio and TV receivers, transmitters, 
and tubes and phonographs. This saving to manufacturers may result 
in lower prices for AM and TV sets in the fall, some observers believe. 


e Barricini Candy, New York, will introduce its new Coffee Tee Vees, 
said to be the first candy inspired by television, on June 12 with two- 
column ads in New York dailies and radio spot announcements. New 
confection is a hard candy with “lasting coffee flavor,” individually 
cellophane-wrapped and packed in metal containers of 12-oz. for 83¢. 
Plans for TV spots are being made. 


e Major items on the agenda of Graphic Arts Research and Engineer- 
ing Council at Milwaukee June 22 include a proposal for an over-all 
technical society for the graphic arts industry, distribution of the coun- 
cil’s second annual report on research projects, and discussion of the 
proposed publication of a journal of technical abstracts. 


e Redbook has moved from 444 Madison Ave. to 230 Park Ave., New 
York. 


e Reader’s Digest reports sales for the Portuguese edition have jumped 
to an average 60 pages a month during 1950, with 102 advertisers under 
contract. Robert T. Lund, who supervised installation of printing facili- 
ties in Brazil, has returned to the international editions’ sales staff. 


e Four of five large advertisers of antihistamines for colds reportedly 
are about to reach an agreement with the Federal Trade Commission 
under which they will not advertise their anti-cold remedies as capable 
of stopping colds but only as able to stop the symptoms. The fifth, it is 
understood, will have none of such agreements. 


e@ The Wage Earner Forum, sponsored by Macfadden Publications Inc., 
has released results of a nationwide poll of its members which shows 
they side with the A&P, by a vote of 2% to 1, against the Justice De- 
partment’s current suit to break up the food chain. Some 1,500 wage 
earner families compose the forum’s poll panel. The poll revealed that 
79% of forum members were informed in varying degrees of the action 
filed against the A&P last September. 


Gets Hudson’s Bay Account pherson, Winnipeg, to handle ad- 
Hudson’s Bay Co., Winnipeg, has.| vertising of its Scotch whisky, rye, 
appointed Steward-Bowman-Mac-!Demarara rum and Jamaica rum. 
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New Media Won't 
Hurt Old Ones, 
Heiskell Says 


CAMBRIDGE, Mass.—‘In my 
opinion, various new media of 
communication are not a threat 
to printed matter,” Andrew Heis- 
kell, publisher of Life, said in a 
speech at the 75th anniversary of 
Alumni Day at the Massachusetts 
Institute of Technology here last 
Monday. 

Arguing that media are com- 
plementary, the publisher said “As 
each American, thanks to educa- 
tion and these media, climbs the 
cultural scale, he becomes both a 
more valuable citizen and a bet- 
ter customer for these very me- 
See's 

He said he welcomed new media 
for two reasons: (1) “They will 
help educate the people and, in 
these days of trial for democracy, 
the slow ways of small print, the 
devious phrase and the literary 
discussion by the avant garde are 
no longer adequate”; (2) “The 
printed page desperately requires 
competition. It has only progressed 
as a result of competition.” 


a The printed page has lagged 
technically, Mr. Heiskell admitted. 
“We do not have good paper at 
cheap prices; our presses are fine 
to look at but why does one need 
500 tons of steel to put a dot on a 
piece of paper? The economics of 
distribution in the book field are 
antiquated. It costs 60¢ to produce 
a book which you can’t sell profit- 
ably for less than $4. The newspa- 
pers and many magazines look 
just about the way they did 20 or 
30 years ago except that the ink 
comes off on your hands more 
readily. Many of the editors have 
failed to accept new ideas. It was 
only eight years ago that the great 
New York Times, with great re- 
luctance, started to print photo- 
graphs on the front page.” Earlier, 
Life’s publisher reaffirmed his be- 
lief in the photographic technique: 
“It seems to me that if you have 
something to say..that requires 
quick understanding registered 
despite the competition of all the 
rest of life’s many daily pressures, 
the best way is to do it with pic- 
tures. Movies, television, picture 
magazines prove this to be a 
PF os 


s He argued for substance in vis- 
ual presentation, saying that news- 
reels failed only when they stopped 
saying anything. 

“This happened long before TV 
came into our spectrum,” he said. 
“Quite possibly movies are today 
suffering the fate of not saying 
enough to satisfy the public. 

“IT suspect that radio, despite its 
fantastic Hooperatings, also was 
the victim of the same fate before 
the advent of TV. And in the long 
run, TV is going to have to learn 
that substance is a necessary pre- 
requisite to any successful form 
of communication. 

“The American people are grow- 
ing up rapidly and are prepared 
to devour immense amounts of 
news, information and, yes, even 
culture. They may wish to receive 
it the easy way; and just what is 
wrong with the easy way?” 


Alaskan Broadcasters 
Celebrate 26th Year 


Alaska Broadcasting System, 
Anchorage, rounded out its 26th 
year in radio by signing Armour & 
Co., Pan American Airways and 
Dodge Division of Chrysler Corp. 
to expanded contracts. Key sta- 
tion of the six-station hookup is 
KFQD, Anchorage. 

The system carries programs 
from CBS and NBC. Its eastern 
representative is Pan American 
Broadcasting Co., New York. 
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TV to Keep Many 
Shows Through 
Hiatus Season 


New YorK—Summer will find 
television networks with time on 
their hands, but probably not as 
much as they had expected. 

With the hiatus season already 
starting for some advertisers, the 
TV pattern seems to be shaping up 
somewhat differently from that of 
radio. At this early date no one 
would call this a trend, but it is 
an interesting departure. 

In network radio’s “off season” 
there have been roughly three cat- 
egories of sponsors: those with 
medium-price nighttime shows, 
which are kept on the air the 
year around; those who avail 
themselves of the hiatus privilege 


NOTE TO ADVERTISING MANAGERS, 


promotion experts, display designers: 

Get the most out of display dollars by work- 
ing with Krystalite, sensational new plastic 
snow material —light weight, strong, sparkling, 
will not crumble. Perfect for cut-out letters, for 
point of sale display cool b , Christ- 
pan Leamt a 

We create, preduce and deliver sales-potent 
displays. Our h is at your service. De- 
scriptive literature and sample on request. 


Gl0-becle ns 


6415 N CALIFORNIA AVE | 


CwMIC AGO 25. ULINOES 


P me a 


and go off the air from eight 
to 13 weeks in the summer; and 
those who replace their high-bud- 
get programs with more modest 
warm-weather offerings. 


s Television advertisers this sea- 
son, at least, are not concerning 
themselves with summer replace- 
ments. They are either keeping 
their regular season programs on 
52 weeks a year or taking a warm- 
weather vacation from TV. (See 
hiatus chart.) 

At least 11 ABC advertisers 
will continue their network tele- 
casts throughout the summer, 
while four sponsors will take a 
hiatus. Among those remaining on 
the air are: “Stop the Music” (Old 
Gold and Admiral); “Super Cir- 
cus” (Canada Dry, M&M’s candy, 
Weather-Bird Shoes); “Singing 
Lady” (Kellogg Co.) 

Fourteen network TV program 
sponsors will retain their usual 
CBS schedule during the vacation 
season; 17 Columbia clients will 
be on vacation, Alan Young will 
work straight through for Esso 
Standard Oil Co.; Douglas Ed- 
wards will continue his thrice 
weekly news reports for Oldsmo- 
bile; and Philip Morris’ “Candid 
Camera” will take no vacation 
from snooping. 


a At least two CBS telecasts are 
expected to be dropped in June. 
Mason, Au & Magenheimer Con- 
fectionery Mfg. Co., through Moore 
& Hamm, reportedly will not re- 
new “Kuda Bux” at the end of the 
current cycle. As of about the 
same date Arthur Godfrey will 
discontinue his twice weekly uke 
lessons for Hi-V Vitamin Corp. 
(Franklin Bruck Advertising 
Corp.) 

The company has not decided 
definitely, but it now looks as 
though Lincoln-Mercury will air 
“Toast of the Town” without a 
break this summer. “People’s Plat- 
form” will be heard sustaining 
from July 7 to Aug. 25. 

Five network sponsors will keep 
their programs in the lineup of 
the DuMont television network 
throughout the summer. “Caval- 
cade of Bands” and “Cavalcade of 
Stars,” co-sponsored by drug 
chains throughout the country, will 
not go off the air. Nor will Morey 
Amsterdam, who sells DuMont TV 
sets. 


a Approximately 16 NBC tele- 
vision regulars are taking summer 
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Summer Replacements on Television Networks 


Advertising Age, June 12, 1§ 


AMERICAN BROADCASTING CO. 
SPONSOR SHow SUMMER PLANS DATE AGENCY 
Goodyear Tire & Rub- Whiteman Hiatus July 2 Young & Rubicam 


ber Co. 
Griffin Mfg. Co. 
Club 
Packard Motor Car Co. 
Ronson Art Metal 


Holiday Hotel 
Twenty Questions 


Goodyear Revue 
Whiteman TV Teen 


13-Week Hiatus June 24 


13-Week Hiatus June 15 
13-Week Hiatus June 30 


Bermingham, Castle 
man & Pierce 

Young & Rubicam 

Grey Advertising 


Works Agency 
COLUMBIA BROADCASTING SYSTEM 
Anheuser Busch Ken Murray Hiatus July 1-Sept. 30 D’Arcy Advertising Cy 
American Tobacco Co. This Is Show Hiatus late June Batten, Barton, Dur 
Business Expected stine & Osborn 
Columbia Records Show Goes On Hiatus late June McCann-Erickson 
Electric Auto-Lite Suspense Hiatus July 4-Aug. 22 Cecil & Presbrey 
Ford Motor Co. Ford Theater Hiatus July 21-Sept. 22 Kenyon & Eckhardt 
General Electric Co. Fred Waring Hiatus June 18-Sept. 24 Young & Rubicam 
General Foods Corp. Goldbergs Hiatus July 3-Aug. 21 Young & Rubicam 
wont Finance People’s Platform Hiatus July 7-Aug. 25 LeVally Inc. 
orp. 
a ar Silver Silver Theater Hiatus July 10-Aug. 28 Young & Rubicam 
0. 
Liggett & Myers Tobac- Godfrey & His Hiatus Expected Cunningham & Walsh 
co Co. Friends 
Thomas J. Lipton Inc. Godfrey’s Talent Hiatus July 3-Aug. 21 Young & Rubicam 
Scouts 
C. H. Masland & Sons Earl Wrightson Hiatus late June Anderson, Davis & 
Platte 
R. J. Reynolds Tobac- Man Against Crime Hiatus June 30-Sept. 22 William Esty & Co. 
co Co. 
R. J. Reynolds Tobac- Ed Wynn Hiatus July 8-Sept. 30 William Esty & Co. 
co Co.* , 
Westinghouse Electric Studio One Hiatus July 3-Aug. 21 McCann-Erickson 
Corp. 
General Foods Mama Hiatus late June Benton & Bowles 
B. F. Goodrich Co. Celebrity Time Hiatus Batten, Barton, Dur- 


NATIONAL BROADCASTING CO. 


Admiral Corp. 
American Tobacco Co. 


Lights Out 


Lucky Strike Theater 


8-Week Hiatus July 3 
Hiatus Expected 


stine & Osborn 


Kudner Agency 
Batten, Barton, Dur- 
stine & Osborn 


Bonafide Mills Versatile Varieties 8-Week Hiatus July 7 Gibraltar Advertising 
Agency 
Chevrolet Motor Divi- Chevrolet Theater 8-Week Hiatus July 3 Campbell-Ewald Co. 
sion ’ 
Colgate-Palmolive- Colgate Theater Hiatus July 2 William Esty Co. 
Peet Co. 
Congoleum-Nairn Dave Garroway 8-Week Hiatus July 2 McCann-Erickson 
General Foods Corp. Aldrich Family 8-Week Hiatus July 2 Young & Rubicam 
Mohawk Carpet Mills Showroom 8-Week Hiatus July 3 George R. Nelson Inc. 
Radio Corp. of Amer- Kukla, Fran & Ollie 8-Week Hiatus July 3 J. Walter Thompson 
ica Co. 
Sealtest Kukla, Fran & Ollie 8-Week Hiatus N. W. Ayer & Son 
Ford Motor Co. Kukla, Fran & Ollie 8-Week Hiatus J. Walter Thompson 
Co. 
Philco Corp. Television Playhouse Undecided Fi Hutchins Advertisin 
Agency 
Procter & Gamble Co. Fireside Theater 8-Week Hiatus July 4 Compton Advertising 
Standard Oil Co. of In- Wayne King Hiatus June 29 McCann-Erickson 
diana 
Texas Co. Texaco Star Theater Hiatus June 13-Sept. 26 Kudner Agency 
United States Tobacco Martin Kane §-Week Hiatus July 6 Kudner Agency 


Co. 


“Camel had been expected to discontinue this program, but there is now a fair chance that Wynn will be 


back for Reynolds in the fall. 
Note—DuMont Television Network 


is not listed because that network, which carried fewer high-price 


shows, reports no sponsor taking a hiatus. 


| Among the top attractions not 


leave; the same number of adver- 
tisers will continue their video 
programming without interruption. 


taking a vacation: “Kraft Theater,” 
“Howdy Doody” (Colgate, Mars, 
International Shoe, Ovaltine) and 
“The Clock” (Emerson). 

As a special inducement to pre- 
vent video advertisers from taking 
a hiatus, NBC this year offered 
a special 35% summer bargain 
rate. This special discount does 
not affect the advertiser’s earned 
summer discount. 

The reason that summer re- 
placements are not showing up 
in the plans of major TV spenders 
is chiefly a financial one, agencies 
and advertisers feel. From time to 
time agencymen advocate a higher 
annual discount—20% rather than 
the current 124%—for a 52-week 
TV user as the solution to the 
probiem. 

Others feel the answer to the 
ever-rising time and talent costs 
of television is a year around 
every-other-week schedule. Pall 
Mall’s “Big Story” will be seen 
throughout the summer on this 
type of schedule, but other more 
expensive bi-weekly shows—such 


as “Ford Theater” and “Ken Mur- 
ray”—will take a hiatus along with 
many weekly packages. 


Nadine Brown Promoted 


Nadine Brown, production man- 
ager of Stubbs & Montgomery, 
Chicago agency, for the past four 
years, has been named an account 
executive and assistant to the 
agency president, Maid Marion 
Montgomery. Marion Phelan, for- 
merly advertising production man- 
ager of ADVERTISING AGE, has been 
appointed to succeed Miss Brown 
as production manager. 


Fennel to Heims & Holzman 


Kenneth Fennel has resigned as 
an advertising representative for 
The American Weekly Magazine, 
San Francisco, to become an ac- 
count executive in charge of new 
business for Heims & Holzman, 
Portland, Ore. 


Barnum Joins Hamilton 


Merritt H. Barnum, former ad- 
vertising manager of Marshall 
Field’s Store for Men and adver- 
tising agency_executive, has joined 
Hamilton Advertising Agency, Chi- 
cago, as account executive and 


copywriter. 


AT&T Promotes White 


Harold A. White has been ap 
pointed director of public rel& 
tions for the long lines departmef 
of the American Telephone & Telé 
graph Co., New York, to succe@ 
Kenneth P. Wood, who has beé@ 
transferred to the company’s heaé 
quarters staff. Since 1949 M 
White has been area plant mah 
ager of the western area wit 
headquarters in St. Louis. 


Aldred Opens Own Agency 


C. M. Aldred, formerly a vice 
president and account executive 
of Caldwell, Larkin & Co., India 
apolis, has established his ow! 
agency, C. M. Aldred Advertising 
Agency, at 410 State Life Bldg. 
Indianapolis. Prior to joining the 
Caldwell, Larkin agency in 1931, 
Mr. Aldred operated his owt 
agency for more than 10 years. 


Ethyl Antiknock Plans Drive 
Ethyl Antiknock Ltd., Toronto, 


dvertis 
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through the Toronto office of Hat 
old F. Stanfield Ltd., plans ® 
launch a national magazine cai} 
paign. A daily newspaper cami4 
paign in the main Ontario centels 
also will be used, plus English 
French national automotive p' 
lications. 
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Paper Makers See 


dvertising Age, June 12, 1950 


tising Agencies, Mexico City. Other 
officers are: Mariano Guastella, 
president and general manager of 


cago, national distributor of cof- 
fee, tea and grocery products. 
Claude Gordon, former art direc- 
tor of Henri, Hurst & MacDonald 


Market Dislocation 
in New Tariff Cut 


WASHINGTON—Groundwood pa- 
per manufacturers claimed last 
week that the reduction in import 
duties in effect since 1939 has en- 
labled Canadians to capture half the 
market for four basic grades of 
printing paper. 

Protesting any further reduction 

in tariffs, Robert E. Canfield, ex- 
ecutive secretary of the Ground- 
wood Paper Manufacturers Asso- 
biation, said: “The future is not 
bright in this field even at the 
present duty rate.” 
With a lower duty, Canadians 
might find it worth while to divert 
existing machinery to printing pa- 
pers. “This would curtail the pres- 
ent available supply of newsprint 
for the newspapers and increase 
the competition with domestic 
mills for es paper usage,” 
he declared. 

George Olmstead Jr., president 
of the American Pulp and Paper 
sociation, warned that reduced 
ariffs would injure U. S. industry 
d leave the country dependent 
n foreign sources for its supplies. 
He pointed to the “migration” 
f the newsprint industry “to the 
int where we are dependent 
pon foreign sources for 84% of 
ur supplies.” 


{A Appoints Three 

Three new members have been 
amed to the executive committee 
f the Bureau of Advertising, 


stle 


dt 


‘alsh 


is & 


; Chambers, vice- 
hairman of the BofA board, will 
rve as vice-chairman of the com- 
ittee. 


egina Gets Part of Corbin 
The floor machine “ieee of 


lishers and vacuum cleaners. 


arrison Appoints Golden 
Richard Golden, formerly mer- 


, San Francisco, manu- 
cturer of No-Doz Awakeners. 


DESIGN CENTER—This $150,000 “package design center” is going up in Chicago 

this summer to give industrial executives a chance to “learn first-hand the require- 

ments of the package,” according to Robert Sidney Dickens, package designer, who 

is building the modernistic structure. Considerable space in the “clearing house” 
will be given to various displays of packaging. 


‘| handle advertising for all its 


Arrow Picks O'Connell Co. 


Arrow ee Products Corp., 
Haskell, N. J., has named R. T. 
O’Connell Co., New York, to han- 
dle advertising for a metal coat- 
ing process. No media schedules 
have been set. The company is a 
new advertiser. 


Gets Brewery Account 


Adam Scheidt Brewing Co, 
Norristown, Pa., has named Ward 
Wheelock Co., Philadelphia, to 

rod- 
ucts—Prior beer, Valley Forse 
beer and Rams Head ale. 


Columbia Signs WKOW 


WKOW, Madison, Wis., has af- 
filiated with the CBS radio net- 
work as a supplementary station 
in the northwestern group. This 
brings the number of Columbia ra- 
dio affiliates to 188. 


_| Moss Joins Station WOR 

Eugene Moss, of KMBC, Kansas 
City, has been named production 
assistant to Joseph Creamer, di- 
rector of the promotion department 
of WOR, New York. 


Stapleton Joins Federal 

Douglas Stapleton, formerly a 
radio producer for Newell-Emmett 
Co., has joined Federal Advertis- 
ing Agency, New York, as a radio 
copywriter. 


Wolft Transters Clifford 


Ernest A. Clifford, an executive 
of Raphael G. Wolff Studios, Hol- 
lywood, has moved to Minneapolis 
to represent the studio in the 
Twin Cities area. 


Mexican Agency Men Elect 
Edgar M. Huymans, vice-presi- 
dent and manager of Ruthrauff & 
Ryan, Chicago, has been elected 
president of the newly formed 
Mexican Association of Adver- 


Publicidad Guastella de Mexico, 
vice-president; Ricardo Hinojosa, 
general manager of Publicistas 
Mexicanas, secretary, and Bessie 
Galbraith, regional director of 
Foote, Cone & Belding, treasurer. 


Jordan, Stoetzel. 
Minneapolis Adclub Elects 


Gets Account; Names Gordon 
Glenn, Jordan, Stoetzel, Chicago, 

has been appointed to handle ad- 

vertising for Eureka Tea Co., Chi- 


and Tribune, 


of Minneapolis. 


and Earle Ludgin & Co., has been 
named as art director of Glenn, 


Willis Brown, retail advertising 
manager of the Minneapolis Star 
has been elected 
president of the Advertising Club 


Announcement 


THE SMOOT ADVERTISING COMPANY IS 
PLEASED TO ANNOUNCE THAT THERE WILL 
BE NO CHANGE IN POSTER ADVERTISING 
RATES AND ALLOTMENTS FOR 1951. 


THE PREVAILING 1950 SCHEDULE IS 
APPLICABLE. 


SMOOT ADVERTISING COMPANY 


POSTER — SPECTACULAR — PAINT 
OFFICES: PARKERSBURG AND HUNTINGTON, WEST VIRGINIA 


SERVICE UNITS IN 


PORTSMOUTH, OHIO — ASHLAND, KENTUCKY — MARIETTA, OHIO 


JUNE 1, 1950 


There’s a 


check in this envelope 


com on eters St 


ceassseessieatel. 


Chéak these points 


and you will find it 
Get more value from your envelope dollars with U.S.E. Mono- 
Outlooks for these six reasons: 
THEY APPEAL BECAUSE: THEY MAKE GOOD BECAUSE: 
: ]_ First impressions made with Clean, white paper with color- 
1 them are favorable. 
leading — bordered permanently trans- 
Pale 2 Printing impressions are ra ; oe ‘4 
pager on parent window is distinctive 
printers in the Midwest 3 They save time and money | 4nd attractive. 
- ote ponare one The envelope is printed in- 
} Excello delivers quality printed mh ~~ rinatantedt side with opaque design for 
. sales messages on schedule and priced 4 —o — poy ee 100% privacy. 
vice competitively to give you a better printing job at a bills, ete., glide into the en- Quality is uniform and back- 
utive lower cost and still deliver the velope over the one-piece 
liam impact of quality. ududines. ed by U.S.E. Guarantee. 
own 
ising 5 Large mailings go out fast- Available everywhere in 
31dé., *If you haven't received your er. No foul-up damage with ind a h h 
ost copy of the Excello story of inserting machines. one ard sizes through your 
own —~_ growth—send for a free copy 6 Distinctive features assure Printer or Paper Merchant. 
S. today! “repeat business. 
a xceLto Press , i 
onto, INC. 
Hat LITHOGRAPHERS + PRINTERS MONO-OUTLOOK E. 
s 400 NORTH HOMAN AVENUE + CHICAGO 24, ILLINOIS Products of 


UNITED STATES *ENVELOPE COMPANY 
Divisions from Coast to Coast 
SPRINGFIELD 2, MASSACHUSETTS 
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In 1949 the 
CHICAGO DAILY NEWS 


THAN ANY OTHER 
CHICAGO NEWSPAPER 


Morning, Evening or Sunday 


The NEWS reaches and influences 
Chicago businessmen, their advertising 
agencies and executives on every im- 
portant level. 


CHICAGO DAILY NEWS 


For 74 Years Chicago’s HOME Newspaper 
JOHN S. KNIGHT, Publisher 


DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 


@NEW YORK OFFICE: 9 Rockefeller Plaza ¢ LOS ANGELES OFFICE: Story, Brooks & Finley Inc., 624 Guaranty Bldg. 
®DETROIT OFFICE: Free Press Building ¢ MIAMI OFFICE: Horace E. Loomis & Sons, 1524 N, E. Second Ave. 
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